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RETIREMENT SALE! 1847 Rogers Bros. “Daffodil” pattern 


SALE Aprit 20—JuNE 15. Take full advantage of e 50-piece.service for 8, $49.95—Regular price would be $74.95 
this opportunity to sell fill-ins and add-ons... and to « 74-piece service for 12, $74.95— Regular price would be $114.95 
sell your price-conscious customers wedding and e Chest $8.95 extra. Open stock 40% off. Retail prices quoted. 


anniversary gifts. Order your stock right away. Get 
your promotional materials: ad mats, banners, leaf- 


1847 ROGERS BROS. 1847) 


Oye AMERICA’S FINEST SILVERPLATE. MADE ONLY BY 
lets. Call your Approved Wholesale Distributor. THE INTERNATIONAL SILVER | 


MERIDEN, CONN 
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Diamond 
is a major 
purchase, treated 
with great respect by 
both ajewelerand his custo- 
mer. Very often, a major sale hinges 
on the selection that the jeweler offers, or 


(Melee) , ; : ‘ 
the stones he 1s able to obtain quickly to show his 


customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 


service, a jeweler has at his command a LOOSE DIAMOND 


INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 

Y & | ? tered importer and cutter at prices 

that give him larger profit 


margins. For further 





information, 


write Dept. 
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What time is it? It's decorator clock 
time—time for you to cash in on one 
of the hottest selling household items 
to hit the market in years. Decorator 
clocks are sweeping the country, but 
many jewelers seem to be lagging in 
their efforts to sell these “naturals” for 
the jewelry store. To find why you 
should sell — (and to -_ — pot 
ideas on how to go about it}, rea 
decorator "Sell the Decorator,’ starting on page 
5 54. And don't miss “Made in Israel,’ 
3 beginning on page 60. This article is 
an exciting, on-the-spot report on the 
thriving jewelry manufacturing indus- 
try in the fledgling nation of Israel. 


Sell the ““Decorator” 54. 


Teach Your Credit Men to Sell. 
by Marvin Rogers 58 
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Yes, but what about the beginning? 


That day, J-B engineers came into the 
conference room: “ Lookit,” thev said, 
“Multi-Width Ends! Fit any size lug 
ends from % to *4 ineh! No tools! No 
filing! No time! No trouble!” 


“Squeeze action,” they called it. That 
was the beginning of the living end. 


One listener in the J-B conference 
room snapped: “‘Squeeze action? You 
mean we're caught again in the big 
squeeze! We were selling regulars, 


The living end 


longs and shorts when you guys came 
up with Multi-Size. Cut the jeweler’s 
Inventory of sizes down to one third! 
Now Multi-Size plus Multi- Width! Ad- 
justs to every band length, and every 
end width—one single band replaces 
nine! Sure, cuts the jeweler’s stoek 
right down to the minimum-— but it 
murders our volume!” 


Mumbles...grumbles... Then another 
listener spoke up. “If it’s good for the 
retail jeweler, it’s good for us,” he 


said. ‘“* We manufacture only one thing 


—watch attachments. They reach the 
public only one way—the Jeweler. What 
we invent must help him prosper if we 
are to prosper. By helping him, we've 
helped ourselves. That ’s why, the world 
over, more watch bands are sold with 
the J-B triangle than any other brand.” 


The speaker was Max Jacoby. That 
was the beginning of the living end. 


Jacoby-Bender, Inc. 


Woodside 77. New York 
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Opalite 


floating 
Opals 


ont i 
: » 7 ‘ 
% % ‘ s ¥ 
Xo % et A 


NEW TOP 


Beautifully designed and delicately 
worked. Lovely finish with gleaming high- 
lights . . . styled to blend perfectly with 
the bulb. 


NEW BOX 


Created especially to house the new 
Opalite. Covered in our exclusive metal- 
lic brocade of silver, gold and blue... 
banded with a gold tone metal rim. . . 
nested in its own shining gold box. 


NEW PROFITS 


Because of their superior quality and dis- 
tinctive beauty, Opalite Floating Opals 
let you concentrate on one quality line 
. . . bring you greater-than-ever sales 
. . . produce MORE PROFIT PER SALE. 


* a 
Opalite, 1c. 1311 LOMBARD STREET e PHILADELPHIA 47, PA. 


14 KARAT; GOLD FILLED AND STERLING SILVER e AVAILABLE IN PENDANTS, EARRINGS AND PINS 
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K@B PRESENTS THE NEW 


Setting 
No. 114, 
top view. 


Eng. ring No Setting 
114/2420/3 No. 114, 
Wed. band No perspective 

45/2421/3 view 





Setting 
No. 113 


Tolommn 41-7 
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ale Pama lale mm Le Setting p> @ 
113/2420/11 No. 113, 2 KG 
¥,. 
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cl 
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Wed. band No. perspective WO 
«2% 


45/2421/11 view 
“PERFECT CIRCLE’ MOONBURST SETTING 


Proudly we usher in the . . 
forerunners of a new series K 
of excitingly beautiful settings a f a 1 e | c e f 4 C 
and rings. Typical of the high 7 | . 
Creators, Designers and 


K & B quality and the famous 
K & B flair for forecasting Manufacturers of Perfect Ring Findings 


Nations promise’ wide ana fe >) 136 WEST 52ND ST., NEW YORK 19, N. Y. 


enthusiastic acceptance, OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


Available through 
your wholesaler. Phone: JUdson 6-6700 


“Diamonds of fine quality deserve K & B mountings. All others need them.” 
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oN 
4 ABRIKANT BROTHERS 1c. 
"The House of White Diamonds» 


1200 AVENUE OF THE AMERICAS 
NEW YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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CURING? 


< @N SELLING YOUR STORE OR STOCK? 


~. 
Don’t forget these intangibles ... 


\ they add up to DOLLARS AND SENSE! 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don't compromise it! 


comer. Gob 4, Fibs 


Jew swelers 


Yi figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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Debutante Winthrop 


And makeit Sessions because:1.They’re 
the style-setters of the clock industry; 
2. Faster turnover means more profit 
for you; 3. Sessions is a ‘“‘consumer-ac- 
cepted”’ brand name, backed by strong 
national advertising; 4. Each Sessions 
model isan original style innovation! For 
instance: Debutante Kitchen clock with 
unique sloping face. Big, easy-to-read 
dial, big numerals. Time an egg from 20 
feet away! Winthrop Brand new varia- 
tion on an old favorite. A handsome 


Annapolis 


addition to any desk or mantel. In hand- 
rubbed woods. Annapolis New! Asuperb 
timepiece built into an authentic ship’s 
helm. An ideal gift for a living room or 
study. Lenox Perennial bestseller! A 
truly elegant electric alarm in rich fruit- 
wood adds a classic touch to its modern 
design. For complete ‘‘profit-making’’ 
information, see your Sessions dis- 
tributor or write The Sessions Clock 
Company, Forestville, Connecticut. 


& E & Ss i 0 N & ca tee began! 
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# ...who's the fairest one of all? So goes 
/, the traditional question—the modern 
“answer, in expansion watchbands, is the 
Baldwin Taper*. The Taper is as flat and 

as light as it is possible to make an ex- 
pansion band—at any price. The elegantly 
tapered shape of the flexible ends is ac- 
centuated by a design of contrasting mirror 
finish and glowing satin texture. Length 

and ends are completely, easily adjustable. 


The Taper, as with all Baldwin Bands, is 
unconditionally guaranteed. Only the finest, 
first-quality American stainless steel and 
Gold Filled are used in the construction of 
every Baldwin Band. 


Ask your wholesaler for the new illustrated 
brochure. 


FSaldusin 


BRACELET CORP. 
‘patent pending 22 West 48th Street, New York 36, N. Y. 
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IT’S A CROTON IT HAS INCABLOC 





IT COSTS YOU JUST 


WHO ELSE BUT CROTON GIVES YOU SUCH QUALITY— 
WATERPROOF; WITH 17 JEWELS—TO SELL AT *19.957 


ROTON 


CROTON WATCH CO., 404 PARK AVENUE SO., NEW YORK 16, N.Y. 
WEST COAST: 448 SO. HILL ST., STE. 317, LOS ANGELES, CALIF. 


Please send the following Croton Watch: 
Quantity Description Your Cost Resale 


CRUISER: chrome-plated top, s/s back, Incabloc 
shock absorber, waterproof*, 17J, with strap $9.95 $19.95 





a 





Store Name___—" 








Ee eens eR Ee I en ea Ne 





ES Se a a eee £6ne......_........ See 





If you are a regular customer. or a new customer rated lst or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


providing case unopened, crystal and crown intact. ©1961 Croton Watch Co 


To meet demand, these watches will be flown from Switzerland by KLM Royal Dutch Airlines 





WHAT you need in diamonds 


WHEN you need it... 


at less-than-competitive prices 


Yes, American Israeli Diamonds, Inc., 
increases your diamond profits. 
Here’s why — 


carries a tremendous stock of 
full cuts — from two points to 
l4 carat... 


eliminates your costly inventory 
problem: order precisely what 
you need, whem you want it... 


offers you credit terms to fit 
your financial setup... 


gives you diamonds of uniform 
high quality at less cost than 
competitors’... 


AMERICAN ISRAELI DIAMONDS, INC. 609 Fifth Avenue New York 17, N.Y. 


NEW YORK e MONTREAL PLaza 2-4422-3-4-5-6 TEL AVIV e ANTWERP 
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See for Yourself..HOLD THIS PAGE UP TO THE LIGHT 





Then, for more good news, see other side 
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puts I'V’s 2 top salesmen 
on your team...starting May 1 


Your top-profit line of Sheaffer pens, pencils and ballpoints are going to be pre-sold on 


the whole NBC-TV network...in addition to local newspapers, national magazines 


and colorful merchandising materials. 


THE THE 

JACK = DAVE 

PAAR GARROWAY 
TODAY SHOW 


SHOW 


SCHEDULE 

May 3, Cartridge Pen 
May 8, Cartridge Pens 
May 12, Cartridge Pen 
May 19, Ballpoint 
May 24, Cartridge Pen 
May 31, Cartridge Pen 
June 2, Fountain Pen 
June 9, Ballpoint 


SCHEDULE 

May 1, Cartridge Pen 
May 5, Cartridge Pen 
May 9, Cartridge Pens 
May 11, Cartridge Pen 
May 16, Ballpoint 
May 18, Ballpoint 
May 19, Ballpoint 
May 22, Cartridge Pen 


May 26, Fountain Pen 
May 29, Fountain Pen 
May 30, Cartridge Pen 
May 31, Cartridge Pen 
June 6, Ballpoint 
June 7, Cartridge Pen 
June 8, Ballpoint 
June 12, Cartridge Pen 
June 14, Cartridge Pen 


June 16, Cartridge Pen May 23, Ballpoint June 15, Cartridge Pen 


Tie in your own advertising with this 


spring-time, gift-time merchandising calendar 


©1961, W.A. SHEAFFER PEN CO., FORT MA Nn ®* MAICO HEARING AIDS 





LINDE | 
Salts 


are in the 
Spotlight 


S for this stun- 


thetic Star Sap- 
phire. Set with two 
twinkling diamonds. 
Also in Linde Synthetic 
. #744—Retail 
$69.50. From John Ulien- 
berg, Ine., Chattanooga, Tenn. 





“Linde” « Stars are the only synthetic star sapphires and star rubies produced under quality controls. 
The major jewelry manufacturers listed here spotlight ‘Linde’ Stars in some of their best selling creations. 


NEW YORK CITY: Alsan Mfg. Co.; Axel Bros., Inc.; Beckerman & Lerner; Belenky Bros., Inc.; M. Boner Company: Botell Ring Co., Inc.: J. L. Brandt Co. ; 
Bristol Seamless Ring Corp.; Coronet Jewelers; Davidson & Sons Jiry. Co., Inc.; D’Esposito Bros.; E. S. Feinstein & Co.; Flyer Brothers: Harry & Ben Frack- 
man, Inc.; Gevertz & Co., Inc.; H. Glaser Co.; Goldstein-Gerson Co.; Green & Co., Jirs., Inc.; Harry Guise, Inc.; H. Hamburger Co., Inc.; Haven Ring Co.; 
Irvring Co.; Kahn & Co.; Morris Kaplan and Sons; Charles Koppel Ring Co.; K.S.K. Jiry. Co., Inc.; Mercury Ring Corp.; Perkel & Klein, Inc.; Aaron Perkis; 
Samuel Platzer Co., Inc.; S. & M. Jewelry Co.; David Sarkin, Inc.; William Schneider; Schuman & Donchi, Inc.; Seltzer Bros.; Skalet Mfg. Co., Inc.: Veteran 
Jewelers; Wax & Skolnik, Inc.; J. R. Wood & Sons, Inc.; BUFFALO: The Bock-Lewis Co.; M. A. Reich and Co.; Star Ring Mfg. Co., Inc.; CHICAGO, ILL.: 
Emil Braude & Sons; Hart Ring Co., Inc.; Hirsch and Oppenheimer; A. Lewin & Co.; Harry Rotter; Fred Seltzer Co., Inc.; Stein & Ellbogen Co.: INDIAN- 
APOLIS, IND.: Goodman and Company; MINNEAPOLIS, MINN.: Ostbye and Anderson; Ring Specialty Co.; ST. LOUIS, MO: Kinsley & Sons, Inc.; OHIO: 
Fratianne Mfg. Co.; I. B. Goodman Mfg. Co., Inc.; Swirsky Bros., Inc.; The Victor Corp.; PENNSYLVANIA: Byard F. Brogan; PROVIDENCE, R. 1.: Anson. 
Inc.; Dolan & Bullock Co., Inc.; J. J. White Mfg. Co., Inc.; NEW JERSEY: Acme Ring Mfg. Ce., Inc.; Church & Company; F. & F. Felger, Inc.: Jabel Ring Mfg. 
Co., Inc.; Jones & Woodland Co., Inc.; Larter & Sons, Inc.; CHATTANOOGA, TENN.: John UWlilenberg, Inc. 


Add YOUR nome to the growing list. Call or write to: 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS * SSO FIFTH AVENUE, NEW YORK 36.COLUMBUS 5-2656 
*& ‘Linde’ is a registered trademark of Union Carbide Corp. 
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INTRODUCTORY DEAL 


BUY 6 


AND GET 


FREE 


DEAL 1... #170 ESSEX TYMETER CLOCK — 
Recessed V-Shaped face, gold finished griil at top, 
lower half glows in the dark. Ebony or walnut 
plastic case. 4'° high, 7'’ wide, 37/g'' deep. 
Wt. 3 Ibs. 


BUY 6 AT $7.17 EACH.. 
FREE $29.75 HELBROS WATCH 


DEAL 4 .. #+100H WESTERN HORSE—Antique 
bronze finish metal horse on Jefferson Clock. 
Glo-lite bezel glows in the dark. Walnut or 
ebony plastic case. 4’’ high, 73’’ wide, 4’’ 
deep. Wt. 4 Ibs. 


BUY 6 AT $8.97 EACH... 
FREE $29.75 HELBROS WATCH 


TYMETER CLOCKS 
ARE FAST SELLERS... 
BIG PROFIT MAKERS! 


TYMETER ELECTRIC CLOCKS are different . . 
smart looking . . wholly new in concept . . and 
with plenty of consumer appeal. ‘“‘Time at a 
Glance’’ colorama numerals register every second, 
minute, 10-minute and hour. Guaranteed 1 year. 


FREE $29.75 HELBROS WATCH DEAL FOR LIMITED TIME ONLY! DON’T DELAY. . 


TYMETER” 
NUMECHRON CLOCKS 


$29.75 MAN’S 
HELBROS WATCH 


BUY 6 TYMETERS OF A NUMBER, OR ANY ASSORTMENT OF 6 CLOCKS 


NATIONALLY ADVERTISED 
$29.75 HELBROS WATCH 


1253. 


DEAL 5... #900 BELVEDERE TYMETER CLOCK 
—Selected ‘wood. Walnut, mahogany or blonde. 
ideal executive gift for home or office. Colorama 
numerals. 41/,’’ high, 71/2‘ wide, 31/2‘ deep. 
Wt. 23/4 Ibs. 


BUY 6 AT $11.97 EACH... 
FREE $29.75 HELBROS WATCH 


ETE DOPOD 


£4 MT ) 


DEAL 3... #851 GOTHAM TYMETER CLOCK 
~Modern picture frame wood case crafted for 
lasting beavty. Walnut, mahogany or blonde. 
33/4'' high, 734° wide, 33/4" deep. Wt. 23/4 Ibs. 


BUY 6 AT $13.50 EACH... 
FREE $29.75 HELBROS WATCH 


DEAL 6.. 710 TV LAMP CLOCK—TV case in 
walnut or ebony plastic. Gold trimmed video face 
glows in the dark. Independent nite light. 54/4" 
high, 6’ wide, 3'/2'’ deep. Wt. 3 Ibs. 


BUY 6 AT $7.17 EACH... 
FREE $29.75 HELBROS WATCH 


TYMETER CLOCKS 


e HOUSE & GARDEN 


A ARE ADVERTISED IN | 
© GOOD HOUSEKEEPING | 
% 


e POPULAR MECHANICS 
© TIME MAGAZINE 


DEAL 7... #715 TV LAMP CLOCK—TV case in 
walnut or ebony plastic. Features vertical read- 
ing. Colorama numerals, Independent nite light. 
53/,'' high, 6’ wide, 31/2'' deep. Wt. 3 Ibs. 


BUY 6 AT $7.17 EACH... 
FREE $29.75 HELBROS WATCH 


Not Retroactive 


DEAL 8.. #700-D CALENDAR TV LAMP CLOCK 
—Displays monthly calendar. Glows in the dark. 
Independent nite light. Walnut or ebony plastic 
case. 5’’ high, 512°’ wide, 31/2" deep. Wt. 
2/2 ibs. 


BUY & AT $6.57 EACH... 
FREE $29.75 HELBROS WATCH 


PLACE YOUR ORDER TODAY! 


PENNWOOD NUMECHRON CO. © 7249 FRANKSTOWN AVE., PITTSBURGH 8, PENNA. 
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3 Ril ARI... your way...and going all the way for you 


...1S this salesman with special skills, special knowledge, special pride. He considers it a personal 
challenge to help you get a generous slice of the tremendous volume and turnover fashion jewelry is 
enjoying day after day, every month of the year. He knows from experience that Trifari’s unequalled 
leadership in quality costume jewelry will help you achieve this goal quickly and profitably. 
@ He's an expert jewelry merchandising man, as well. Leaves nothing to chance when he helps 
you choose, install and control your basic stock. (Trifari makes it a lot easier with pre-ticketing.) 
Also, he knows what will sell; and he doesn’t oversell. M Advertising 


and promotion are as important to him as his sample-case. He knows how ty Py. wht hy 
WE LY 


vital Trifari’s dramatic, full-color national advertising is in drawing more 


customers to your store. And he shows you how to benefit from these 
ads in Life, Vogue, Harper’s Bazaar, Glamour, Mademoiselle and The RAR] 
® 


New York Times Magazine. M™ You can rely on the man from Trifari. 
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WIN sales! WIN prizes! 


Feature the world’s most popular clocks for EXTRA PROFIT! 


it’s BIG TIME! 
it’s FIRST TIME EVER! 


pilin, 
' ‘f. 


BIG BEN 


BAKER’S DOZEN DEAL ON BENS—BUY 12—GET ONE FREE! 
OFFER ENDS JUNE 30—DON’T WAIT—IT MAY BE TOO LATE! 


Biggest sellebration, This is the first baker's 9 Free tie-in promotion kits 
«dozen deal ever offered emaking your store 


Biggest volume of orders on gig and Baby Ben! YOU headquarters for the Biggest 


in WESTCLOX history, _makean EXTRA $6.98 WESTCLOXcelebration ever! 
marking 75,000,000 PROFIT on every dozen you BANNERS! STREAMERS! 


Big and Baby Bens! COUNTER CARDS! 


GT 
DIVISION OF GENERAL TIME CORP. @ WORLD'S LARGEST MAKER OF CLOCKS AND WATCHES @ LA SALLE-PERU, ILLINOIS 
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With WESTCLOX! 


DISPLAY! For big prizes in the photo display contest! DISPLAY! 


Just send us a snapshot of your WESTCLOX display and win any of these fabulous 
prizes...(We'll even pay you $1.00 for each of your display pictures.) see details below! 


FIRST PRIZE FIRST PRIZE 








50 HAMILTON 
50 CAMERAS SKOTCH COOLERS 50 ELECTRIC COFFEE MAKERS 





Tip 
Mt he Vika 





100 WESTCLOX 
TRANSISTOR CLOCK RADIOS 100 SETS OF LUGGAGE 200 BARBECUE SETS 300 U.S. CAMERA ANNUALS 


$25,000 IN PRIZES -1,000 winners in THE WESTCLOX 
PHOTO DISPLAY CONTEST! CONTEST ENDS JUNE 30, 1961! 




















Smash national CONTEST RULES: 


sMewspaper advertising 1. Take a picture of any WESTCLOX display—window, 

campaign! PLUS full-color counter, in-store. It can be any size. 
ads in LOOK, BETTER 2. Send the snapshot together with your name, store name, 
HOMES AND GARDENS! and address to: WESTCLOX PHOTO DISPLAY CONTEST 
Dominant hard-hitting ads in Sales Promotion Department 
PARADE and FAMIL | La Salle, Illinois 
WEEKLY! PLUS a dynamic . You may enter as many snapshots as you like. You will 
spot radio campaign—All in receive $1.00 for each different photograph you send in. 
full swing for MAY & JUNE! . All entries must be postmarked not later than 

June 30, 1961. 

. Winners will be selected on the basis of the best display 
idea—not the quality of the photograph. 


REMEMBER-YOU WILL RECEIVE $1.00 FOR EACH DIFFERENT DISPLAY PHOTO YOU ENTER. 
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NEW PROFIT FORMULA...from KEYSTONE! 





Today’s Widest Range of Movie Outfits PLUS an Un- 
precedented Advertising Progr am! To sell the broadest market, offer 


the broadest selection and price range — Keystone’s new Home Movie Outfit line. . 


Keystone will spark your sales with a spectacular advertising program . . 


. AND 
. now and through- 


out ’61 ... more reason than ever to promote Keystone! 


(shown above) 


| DE LUXE ELECTRIC EYE ZOOM OUTFIT (CP-760). Automatic 
electric eye zoom camera with {1.8 lens. Compact projec- 
tor, brighter yet cooler than 500-watt; f1.6 Magnascope lens. 
Top grain cowhide camera case. Light bar with 3 G.E. DAN 


lamps. Reel and can. Mylar tape splice kit. Movie scene record 
book. Suggested list $189.95*. Net $121.90 


THREE OTHER TOP SELLERS: 
<“.{ LOWEST-PRICED KEYSTONE MOVIE OUTFIT EVER (CP-6). Camera 
: with f1.8 lens. Compact projector with 500-watt brilliance, 
f1.6 Magnascope lens. Leather camera case. Luggage-type pro- 
jector case. Mylar tape splice kit. Movie scene record book. 
Carry-all carton. Suggested list $89.95*. Net $58.90. 


Se Oa ee, rn Sew Sie SS gn ne ee 6s 
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SPECIAL OFFER: 


DIRECT MAIL CAMPAIGN. Ask your Keystone 
salesman to show you our new, sales-tested, full-color 
direct mail program, featuring our newest movie 
outfits. Proven profit-maker! Ready now! 


ie Se 
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‘>| ELECTRIC EYE TURRET OUTFIT (CP-460). Automatic electric eye 
-—— turret camera with {2.0 lenses: standard, wide-angle and 
telephoto. Compact projector, brighter yet cooler than 500 watt; 
{1.6 Magnascope lens. Projector case. Light bar with 3 powerful, 
compact G.E. DAN Lamps. Movie Scene Record Book. Top 
grain cowhide camera case. Reel and can. Mylar tape splice kit. 

Suggested list $159.95* Net $104.90 


DUAL-AUTOMATIC CAMERA-PROJECTOR OUTFIT (CP-498). Auto- 
r-d matic Electric Eye turret camera with f2.0 lens system: 
standard, wide-angle, and telephoto. Self-threading projector, 
brighter yet cooler than 500-watt; f1.6 Magnascope lens. Light 
bar with 3 powerful, compact G.E. DAN Lamps. Top grain 
cowhide camera case. Aluminum projector case. Mylar tape 
splice kit. Reel and can. Movie Scene Record Book. 

Suggested list $199.95* Net $131.90 


FULL YEAR GUARANTEE on all Keystone Cameras and Projectors 
.. registered in your customer’s name. Free repair or replace- 
ment of all parts which do not function properly in normal use. 


*List price set realistically based on customary retail prices. Dealer may refer 
to manufacturer’s list if this is customary price in his area. 


KEYSTONE CAMERA CO., INC. 
Boston « New York « Chicago « Dallas « Denver + Los Angeles « Seattle 


2] 
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a:. The Watchmakers of Switzerland 
a ec 730 Fifth Ave., c/o Suite 1105, N. Y. 19, N. Y. 
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To boost your profits and selling effectiveness, we call your attention to 
The Watchmakers of Switzerland’s continuing program of merchandising 
assistance — designed specifically to help build store traffic, customer 
interest and greater watch sales for your store. 


Regional Merchandising Staff 

A member of our recently-enlarged staff of specialists is available in your area to 
work with you on any aspect of advertising, promotion and merchandising, including 
suggestions on selling techniques for your store’s personnel. He can give you valuable 
on-the-spot assistance and ideas. Remember him for your next convention program, 
or if you need a speaker for local consumer groups. Write to Regional Merchandising 
Department, care of our New York office. 


<-) Sae 
ae 
aed 


- NORTHEAST 
New York City 


WEST 
COAST 
* Los Angeles 


Special Promotions 


Traffic-building promotions add interest to 
your store, create awareness for quality 
watches. Each one in a complete package with 
news releases, pictures, and radio announce- 
ments. And for special occasions, ask about 
our unique CAVALCADE OF TIME and SWISS 
WATCH FAIR store programs. 


Display Pieces 

Watch for announcement of the newest Swiss 
Jeweled Watch display, the perfect in-store 
tie-in with national advertising. It will be 
available for your use this fall and, like the 
Inside Difference Comparison which started a 
new trend in the watch business and the 
Jeweler’s Pad with its Swiss Jeweled Move- 
ment display, it will work on the counter and 
in the window. 
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* NORTH as 
CENTRAL share, 


Chicago ATLANTIC 
Richmond * 


SOUTHERN 
* Houston 


Free Mat Ads 


New 1-, 2- and 3-column ads, designed by 
watch advertising experts, are now available 
for your Spring and Fall program. Simply add 
your logo to the ads...or use portions in 
your own local advertising. They’re available 
in varied sizes. See how they help build your 
quality watch business. 


National Advertising, Publicity 


At your peak selling seasons our own national 
advertising and publicity feature Quality Swiss 
Jeweled Watches on television, radio, in news- 
papers and magazines. Be sure you tie in with 
these national campaigns with displays and 
mat ads furnished free to create local impact 
with your customers. 


Now being prepared is a unique Sales Development 
program that you can easily apply in your own store. 
Watch for announcement of details. 





Masonic Rings 


WITH THE CHURCH & COMPANY TOUCH 


All the design know-how and expert crafts- 
manship for which Church & Company is 
so well known has gone into these hand- 
some 14K yellow gold Masonic Emblem 
rings. They are a small part of our 
complete Masonic Ring selection that has 
found wide favor with lodge members 
everywhere. 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


Trade mark regitiered 
in US. 8 





They’re New... 


Po a 
Newest addition to the Elgin “Sportsman” 
line has circular case, sweep second hand, and 
white dial with gold markers. Watch is shock- 


resistant, has 17 jewels. $19.95 retail. 





Transistor clock has brass case and dial, 
with movement visible. Runs for approxi- 
¥Thately one year on a penlight battery. $49.95 
retail. From Cuckoo Clock Mfg. Co., Inc., 40 
W. 25th St., New York. 


Colored stone cuff links by Anson are made 
of sterling silver, featured faceted synthetic 
alexandrites in prong settings. Sterling 
frames have Florentine finish. $25 retail. 
From your Anson distributor. 


Leather watch strap from J. L. Popowich & 
Son, Philadelphia, is designed expressly for 
children’s watches, is available in brown, 
black, blue, tan, green, red and other popular 
colors. Retails at 75¢. From your wholesaler 
or material house. 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1961 





A. Six tine diamonds embellish 
the beautiful Florentine finish 
hand carved on concave top. 
Tapered. Bright edges. Keystone 
$130 per set. 


E. Beautiful two-tone design. 
Yellow gold hand carved Floren- 
tine finish, recessed white darts 
and swirls. White, bright stepped 
edges. Keystone $66 per set. 


G. Concave two-tone original. 
Yellow gold hand carved Floren- 
tine finish marquise designs, 
bright white triangles. Roped, 
bright stepped edges. Keystone 
$73 per set. 


1. Continuous hand carved pat- 
tern gives gleaming accents to 
the handsome satin finish. Bright 
stepped edges. Keystone $62 per 
set. 


Controlled distribution ... 


B. Six fine diamonds flanked by 
bold triangular designs with hand 
carved Florentine finish. Tapered. 
Keystone $120 per set. 


FIVE REASONS WHY 


C. Six fine diamonds individually 
set, hand carved baguettes 
enhance these handsome satin 
finish rings. Tapered. Bright 
— edges. Keystone $122 
per set. 


HAND CARVED 


MATCHED WEDDING RING SETS 
EXCEL...OUTSELL 
ALL OTHERS 


. GENUINELY HAND CARVED 
ORIGINAL, ADVANCE DESIGNS 
EXPERTLY MASTERCRAFTED 
UNSURPASSED QUALITY 
MODESTLY PRICED 


J. Magnificent hand aed Flor. 
entine finish enhanced by con- 
tinuous flow of gracefully waved 
panels. Bright stepped edges. 
Keystone $66 per set. 
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K. This original creation features 


an unusual hand carved plaid pat- 
tern. Bright stepped edges add 
gleaming highlights. Keystone 
$66 per set. 


All styles available in white or yellow 14K gold. 


D. Six fine diamonds regally rise 
from the concave center adorned 
with luxurious hand carved 
Swedish finish. Tapered. Key- 
stone $112 per set. 


F. Distinctive two-tone creation. 
Sparkling, recessed white stars 
highlight the yellow gold hand 
carved Florentine finish. Key- 
stone $66 per set. 


H. Recessed white design 
accented by handsome yellow 
gold satin finish. Bright, white 
stepped edges. Keystone $66 per 
set. 


L. Romantic, sparkling facets, 
gay swirls of wheat enrich the 
superb hand carved Florentine 
finish. Bright stepped edges. Key- 
stone $66 per set. 


sold by the manufacturer directly to the retailer @ Free mats upon request 


Traffic-stopping display unit also available e¢ DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., 
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INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 





They’re New... 


Jewish charm of 14K gold has Torah, Star 
of David and ceremonial candles, framed with 
border of twisted rope motif. From M. Boner 
& Co., 140 Fifth Ave., New York. 




















Pin features scarab dangling from a dimin- 
utive goid colored bar. $8.50 retail. From 
Admark, 714 Sansom St., Philadelphia. 


Black and white cultured pear! necklace fea- 
tures patented 14K gold, three-strand inter- 
. Ee changeable clasp that permits wearer to ar- 
cS range necklace in five combinations. Back 

.N BROS. MFG. Co. view of two-strand clasp at the top shows op- 
$3, RHODE ISLAND. U.S.A. eration. $30 Keystone. (Two-strand style is 
$20 Keystone.) From Bayard F. Brogan, 801 
Walnut St., Philadelphia. 
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RONSON TYPHOON 
$95 


suggested 


on ly retail 


e test proved more windproof than all leading 
competitive brands 


4 luxurious new gold and silver tone 
finishes 


new lightweight Ronson design — 34% 
lighter than previous models 

full Ronson free service guarantee 

exciting, high profit impulse purchase 


backed by heavy national magazine 
advertising, starting May, in 
LOOK and SATURDAY EVENING POST 








salesmaking counter display! 


e features Ronson name at 
lowest price ever 
New Ronson Typhoon Display FREE with order ® applied plastic ‘ ‘Vari-Vue"’ flame 
of 5 pc. Typhoon T-5 assortment: flickers to add motion, stop traffic 
Number Description Suggested @ high visibility makes sales on 
Retail counter, window, or wall 


1-#11301 —_ & High Polish e lighters come already in place on 
Gold Ton display — set to sell 

2-#11302 Satin & High Polish 
Silver Tone @ $2.9 

1-#11303 Suede Gold Tone 


1-#11304 Suede Fo spony High Polish 
old 


Total Suggested Retail Value: 





International Standard of Excellence 
deliveries starting in Spring Ronson Corp., Woodbridge, N.J. 
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Haul in customers you 
newer even saw before... 
with Croton’s “summer 
waterproot watch” ofter?: 
Women need waterproof watches even more than men. Think 
of all their “wet” work—cooking, laundering, cleaning 
house, doing dishes, bathing baby. And in the Summer 
she swims, exercises, showers more often than usual. 


Here’s just the offer to bring her in and sell her a 
Croton Waterproof * Watch—plus another for her man! 


Turn page to order 


*providing case unopened, crystal and crown 


inta 


ct. 





Here’s how it workss 


9 


They're New... 


I Order ample inventory from large selection of ladies 
watches shown—men’s too! 

2 Start suggestive selling: put a Croton Waterproof on 
every woman’s wrist. Offer another for her husband. __ eee 
3 Tell her they can wear the watches till Sept. 1. If not C | Rosey 
satisfied, she returns watches to you for refund. 

4 Customer can use any payment plan: cash, charge, 
installment, etc. Payments begin whenever you wish. 


& You are protected: send us returned watches for credit. 


Remember: It’s simple it’s powerful, it’s profitable 
—a big Summer business builder! Order now. 


Tie bar and cuff link set features eliptical 
black center stone surrounded by filigree. 
Available in white only, set retails for $8.50. 
Flex-Let Corp., 580 Fifth Ave., New York. 


Diamond bracelets from a new line have 
diamonds set in platinum, positive safety 
catches. Top model is $620 Keystone, bottom 
model is $550. From William Chalson Co., 
Inc., 42 W. 48th St., New York. 


FUTURA 








TEMPTRESS/Y TEMPTRESS TEMPEST 


CROTON 


WATCH CO., 404 PARK AVENUE SOUTH, NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., STE. 317, LOS ANGELES, CAL. 


Please send the following Croton watches: 
QUANTITY DESCRIPTION YOUR COST RESALE 
FUTURA: stainless steel case, with strap__$16.95 $39.95 
shock-resistant,17J, waterproof* with bracelet. 18.65 49.95 
SPORTSMAN: chrome-plated top, with strap 12.95 24.95 
shock-resistant, s/s back, 17J, waterproof* with bracelet. 13.95 29.95 
—____—. SPORTSLADY : chrome-plated top, with strap.__ 14.95 24.95 
shock-resistant,s/s back, 17J, waterproof* with bracelet__ 15.95 33.50 
TEMPEST: stainless steel case, with strap__ 19.95 39.95 
shock-resistant,17J, waterproof* with bracelet__ 20.95 49.95 
TEMPEST,/Y: yellow top, s/s back, with strap__ 20.95 49.95 
shock-resistant,17J, waterproof* with bracelet__ 21.95 59.95 
—____. TEMPTRESS: stainless steel case, with strap. 19.95 39.95 
shock-resistant, 17J, waterproof* with bracelet__ 20.95 49.95 


TEMPTRESS/Y: yellow top, s/s with strap 20.95 49.95 
shu k-resistant. back, 17J, waterproo{* with bracelet__ 21.95 59.95 


Desk set combines compensated barometer 
and an eight-day, seven-jewel Swiss clock. 
Spokes and cases are one-piece castings with 
brass plate finish. $49.50 retail. From Swift 
Instruments, Inc., 952 Dorchester Ave., Boston. 
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If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


Baldwin expansion watchband features 
‘nositive-lock” adjustable expanding sections 
for fitting to any wrist, has adjustable ends 
for fitting to any watch. Suggested retail is 
$5.95. From your wholesaler, or Baldwin 
Bracelet Corp., 22 W. 48th St., New York. 


NAME 


STORE NAME W) 


ADDRESS Je 


CITY ZONE____ STATE tty 


To meet demand, these watche: e flows n vitzerland by KLM Royal Dutch Airlines 
*providing case unopened, crystal and crown intact. ©1961 Croton Watch Co. 
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“The Yellow Pages recently brought us | | | 
a 150 job to replate a tea set,” HENKES e 


says K. Henke, V. P., Henke’s Inc., Montclair, N. J. 


) as BIS 
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“The Yellow Pages is especially valuable in bringing 
us calls for repairs—silver repairs in particular.” 


cael Ye 
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‘“‘We’ve also found the Yellow Pages really helps intro- 
duce us to newcomers in our expanding neighborhood.” 








Display this emblem It builds your business! 























JEWELERS — SILVERSMITHS 
SINCE 1889 
Registered Jeweler, American Gem Society 


Pligrim 4-2618 


494 BLOOMFIELD AV., MONTCLAIR 











Display ad (shown reduced) runs under JEWELERS. 
Call the Yellow Pages man at your Bell Telephone 


Business Office to plan your program. 


ti 

Te h. 
“People actually tell us our Yellow Pages advertising 
under Jewelers and Silversmiths brought them in.” 
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“‘We’ve been using the Yellow Pages as a major part of 
our continuous advertising program for over 25 years.” 





EVERY SECOND COUNTS... 
count on 


CLEBAR 
TECHNICAL WATCHES... 


a watch for every precision timing need 
each with a full one-year guarantee! 


CLEBAR 
CALENDAR 
CHRONOGRAPH 


Find out how you can cash in on this profitable stopwatch 
and chronograph market. Fill out and mail this coupon to: 


CLEBAR WATCH COMPANY 15 W. 44th St., New York 36, N. Y. 





Rush full information, 





catalog and 
wholesale price list. 
No obligation, of course. 


Address 








Nationally acclaimed 
for durability. . . 


PLASTIC inall 


Decorator colors 


\ PARCHMENT 
; plain or printed 


$2. 4 


PATENTED #25774 


Fouma Scribe’ 


WITH LASTING POINT 
for SMOOTHER, CLEARER 





They’re New... 


“Dione” ladies’ watch from Hamilton has 
22-jewel movement, graceful tonneau case 
framed by scalloped sculpture effect. $69.50 
FTI. 


“‘Woodmark,” new clock from General Elec- 
tric, is available in mahogany with regular 
dial and a choice of mahogany or maple with 
luminous dial. White dial has tan fleur-de-lis 
pattern framed by brass bezel. Suggested re- 
tail with regular dial, $9.98; with luminous 
dial, $10.95. 


Lion head tie tack of 14K gold is an antique 
reproduction, has diamonds for eyes. $19 Key- 
stone. From Stanley Levien, 740 Sansom St., 
Philadelphia. 


) ESS 


Men’s watchband has “Handi-Fold” buckle 
which expands for added comfort. Band is 
extra thin to go with newer model watches. 
In gold filled, band is $9.95 FTI; in stainless 
it retails for $6.95. From Kestenman Bros. 
Mfg. Co., 280 Kinsley Ave., Providence, R. I. 


all 
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THE MOST 
COMPACT 
LINE 
IN HIS 


STOCK... 
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Sigmund Sorg, Inc., Elkhart, Indiana 
Yet offering complete selling assortments 


SERVICED ONLY BY 
for customer selection. Entire line 


BETTER JEWELRY 
WHOLESALERS 


fits into “counter-thrifty” sales-stockkeeping , 
display. Simplified Order-matic 
plan assures quick order handling 


by wholesaler. 


OF ATTLEBORO 
BELLAVANCE 


’ 


ATT LE BOR @ , MAS S 
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| Theyre New... 


The miracle swirl 


This is the illusion top variation 
of our most popular “Swirl 
Solitaire’ .. . in 14K white or 
two-tone gold with matching Bamboo finish is featured on the gold col- 
| TE ‘ a ored bangle bracelet of this Oris 7-jewel 
wedding band. Mats rng 2 | watch. Suggested retail is $19.95. From 
to help you promote this fast | R. Gsell & Co., 15 W. 37th St., New York. 
seller. 
Copyrighted 
Through wholesalers only 








WAX and SKOLNIK INC. 


Manufacturing Jewelers for over 30 years 
62 WEST 47th ST.. NEW YORK 36, N. Y: JU. 2-9280 





With an unequalled Girl with pony tail is featured on this new 


assortment of over . 5 
80 styles, Mason cameo brooch and earring set, framed in 10K 


proves it’s possible or 14K gold. In 14K, earrings are $26.25 Key- 
to select packaging stone, brooch is $24. In 10K, earrings are 
with a ‘’‘personality”’ $22.50 Keystone, brooch is $20.25. From Bar- 


to match your product ‘ 4 r 
> r SS Bl S t oO ‘e ‘ 1 
... yet retain the asso and asi, 31 Governor St., Newark, 


benefits of LOW N. Jd. 
COST and, 

IMMEDIATE 

DELIVERY. 


Brown imitation leather 
covered metal case for 
watch or ident bracelet. 


BOX COMPANY 
523 Mt. Hope Street 
Attleboro Falls, Mass. 


Diamond-platinum brooch in floral motif has 
stems of diamonds, petals of oriental sap- 
phires. $3100 Keystone. From McTeigue & 
SEND FOR OUR CURRENT CATALOG. | Co., Inc., 16 E. 53rd St., New York. 
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s currently advertised in The 


ite A-575, $75 
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™ K-418, $110 


TRADE THEM UP TO HAMILTON and watch your billfold grow 
fatter faster! Check your present inventory of Hamilton Automatics 
now—don't /ose sales. HAMILTON WATCHES... head of the 
Hamilton family of profitable products. ++ HAMILTON WATCH COMPANY 


LANCASTER, PENNSYLVANIA 
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2 BI 
Start-Her-Necklaece of 
“@Orienta” Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


Serving America's Leading Jewelers since 1896 
65 Nassau St., New York 


Everybody Knows 


Tratlun OF LONDON 
go Sells on Sight 


Compacts and Purse 
Accessories by STRATTON 
is an accepted by-word of 
high receptivity by the trade 
and public alike. The 
ultimate in styling and 
craftsmanship. The Stratton 
line sells itself, reaping 
extra profits for you. 


in, 


i 
lee ce Wy, 


tt, le 


Exclusive U.S. Distributor 


fratlUH OF LONDON, INC. 


39 W. 37 Street, New York 18, N. Y. 
West Coast: 760 Mission St., San Francisco, Cal. 








T hey re new... 


Three-dimensional 14K gold charm from 
Malden Enterprises has raised cross set in 
cathedral effect, features swivel-back clasp. 
Suggested retail is $19.95. From your whole 


saler. 


“Golfball” has Medana watch inside, can be 
worn as a pendant or used as a table piece. 
$19.95 retail. From Louis Aisenstein, 16 E. 
40th St., New York. 


“Airflex” gold filled expansion band for men 
is part of new line now being made by auto- 
mation. $3.50 Keystone. Also available in 
stainless steel. From French Jewelry Co., Inc., 
2032 S. Juniper St., Philadelphia. 


‘“‘Embers” suede watch strap is tapered 
from the lug end to the center, has parallel 
lines of gold, silver or black on the suede 
background. From Jacques Kreisler Mfg. 
Corp., 9015 Bergenline Ave., North Bergen, 
N. J. 
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REH-craft 


GOLF 


TROPHIES 
and AWARDS 


put you in the green” 


Shooting for the “green” is 
easy when you keep your eye 
on Rehberger design and qual- 
ity at attractive low retail 
prices. Rich appearance, fine 
workmanship and wide range 
of selection make you the 
“pro’’ in demand at every 
golfing level. 


5, Eonar Sell TROPHIES, 
List Price $18.40 °° PLAQUES, JEWELRY 
EXHIBITS SAFETY ° 
mcvives texas AND CUPS in all 
TOURNAMENTS CLUBS 

SALESMANSHIP seasons for every use: 


Write today for beoutiful, color- illustrated CATALOG 


A.C. REHBERGER CO.’ 


MAGNO! an oe on ee en ee ene j 





























Introducing 


anew and 


PROVEN series of SPARKLERS 


see your wholesaler today and 
join the thousands of retailers 
already profiting from this 
terrific seller. 


GSciastein-Gerson co., inc. 
The House of Bishdails 130 WEST 46th STREET, NEW YORK, N. Y. 





LETTERS... 


Wholesaler’s Woes 


To the Editors: 

The editorial page should be at the 
beginning of the magazine instead of 
the end. I wonder how many people fail 
to see your editorials because of that. 
Why is it that you never have any 
advice to the wholesale jeweler? We 
would certainly welcome anything you 
have to offer to improve our business. 

A few words with regard to manu- 
facturers who step in and sell directly 
to retail jewelers.. They have curbed a 
little of their selling to the discount 
houses because plenty of the latter have 
been put into bankruptcy. 

We also have a beef regarding some 
retailers. You carry them for a while 
on your books. Then, when the season 
is on to buy a little merchandise, they 
forget you and give it all to the manu- 
facturers. This type of retailer gives 
you only a bone—except when he needs 
merchandise in a hurry to make a sale. 
I ask you, is this justice? 

NAME WITHHELD 


Operational Costs 


To the Editors: 

I have just received and read with 
interest your compilation, “The Jewel- 
er’s Dollars—In and Out” [March is- 
sue]. To help in any further study and 
work which you will be doing, I am 
enclosing a copy of our current finan- 
cial statements covering the year 1960. 
I feel that a combined effort can be of 
great help and assistance in the in- 
dustry. 

RONALD C. BARLOW 
Palo Alto, Calif. Gleim’s 


@® @ Re your article on statistics, I 
quote Lloyd George who once told Par- 
liament that “there are three kinds of 
untruths—lies, damned lies and sta- 
tistics.”’ 

I would not say that there was any- 
thing untruthful about your article. 
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he Newest! and the Traditional!..in easy-to-sell 


Jewelry by 7oeedmer tor (Giant 
Coa / 


It's New! It’s really Precious! It’s an exclusive creation by Zotetuce, 


“EEA ETS or GOLD” 
Exquis te pe! ant tain! ing pure 24 Kt Gold 
Diazes with the fascinating ights of genuine precious gold pieces 





(12 KT. GOLO FA.LEO MOUNTINGS ANDO NECKCHAING) 


Really New—Really Precious! 
“HEARTS OF GOLD” 
pendants containing 
PURE 24Kt. GOLD! 
an exclusive 
Forstner creation, 
“Hearts of Gold" 
pendants are sure 
to stir up sales © 
excitement. They 
blaze with the 
fascinating 
highlights of 
genuine precious 
gold pieces. 


Otte Assortment No. 76F160 $40. 00 Revandle eesiating of 8 Seillents 
on 12Kt. Gold rue, Monatings risigt Neckchains 


Se sauation Assortment- 


Craduates 
go” for beautiful 


gr 


STERLING SILVER 62 t2et GOLD FUALED 


ss 


te ee 
ee ee 


OF DIS TINC TIO™ 
signifies 
finest quality 


for complete information, contact 
your authorized Forstner Distributor 


For day after day sales, feature the comprehensive Forstner line 


ARISTO-FLEX WATCHBANDS « KOMFIT WATCHBANDS + AMERICANA WATCH BRACELETS 

LADIES MESH WATCH BRACELETS * MEN'S MESH WATCH BANDS 

IDENTIFICATION BRACELETS + ANKLE TS & NECK CHAINS+ CHILDREN'S JEWELRY 
CHARMS & CHARM BRACELETS + MINIATURE PENDANTS + 14KT. GOLD JEWELRY 

GOLD FILLED REPLICAS OF 14KT. GOLD JEWELRY +» RELIGIOUS JEWELRY JEWELRY'S NAME FOR QUALIT 

LONG & SHORT KEY CHAINS « TIE TACKS & TIE CHAINS « MONEY CLIPS & KNIVES 





FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 

29 East Madison Street. Chicago 2, Illinois 

| ola} dal -1 am (Or-Jal-ler-D im de Mm 1al-1e] dele) (a O10 1-101 10 




















Specializing 


in Custom Awards 
for every event... 


every purpose. 


In addition to a complete 
line of standard awards, 
R. & L. maintains a staff of 
skilled artists who will design 
to your order any special 
awards your customers may 


ask for. 


Write for free 34 page liv- 
ing color Catalog and price 
list showing the complete line 
of R & L Trophies. 


R. & L. MANUFACTURING CO. 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 








“DIRECT FROM ANTWERP’ 


HARRY BANDE S.P.R.L. 


92, Pelican Strect Antwerp A 
Tel. 323189 - 390113 | 
Cable: 

HARRYBAN ANTWERP 


Clip and air-mail for information 
ADDRESS: 
> | 2 & 
YOUR BANK: 


It’s just that with enough statistical 
material you can “prove” or disprove 
anything. 
San Francisco 

ERNEST M. CONWAY 


The analysis of retail jewelers’ op- 
erational costs, which was co-sponsored 
by JC-K and the Retail Jewelers of 
America, suffered from lack of data; 
not from an oversupply of statistical 
material. Sad to say, many jewelers 
don’t keep adequate records—and some 
who do are so selfish or fearful that they 
refuse to make them avai'able for sta- 
tistical studies. Sometime soon, JC-K 
will be doing further work with jewel- 
ers’ operational percentages. Would you 
be willing to supply us with percentage 
figures for your store, with full as- 
surance that they would be held in 
complete confidence? If you are willing 
to cooperate, please let us know now, 
so that we may call on you later.—The 
Editors. 


Small Store’s Needs 
To the Editors: 

I have subscribed to JC-K now for 12 
to 13 years, and I must say that the 
February 1961 issue was the best and 
most interesting that I have ever read. 
The “Fabulous 47th Street” story was 
very interesting and I think anyone 
even out of the jewelry trade would 
enjoy reading it. 

I must comment on the many pages 
dealing with the Gemological Institute 
of America. I am a watchmaker-owner 
of a small store in a small town, and 
find in many of your issues articles that 
primarily concern large stores and par- 
ticularly credit stores. But this issue 
contained articles from which small 
stores could well benefit. 

For the future, why not have more 
articles that the small-store-in-a-small- 
town can use as well as the large stores? 
If a small store can use the idea, then 
the large store may do it on a larger 
scale—but not always can the small 
store cut down to size the same thing 
a large store is doing. 

Weston, W. Va. 
RICHARD L. SMITH 


@ @ Shame, shame on you. How you 
have changed! 47th Street fabulous? 
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C WON’ " DIAMOND RINGS 


with controlled expansion 





Opens the door to remounts and trade-ins! 
“Up-grades” your regular diamond sales, too! 


CONTRACTS 


for a 
perfect fit 


E-X-P-A-N-D-S 
over the 
knuckle 


\ ~ eon 
~ = » 
“ 


| 
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e Eliminates twisting and turning 
eamilil-4-16 

e Rings mold to the contour of the 
finger—diamonds in full view 
at all times. 


PATENTED CONTROLLED Easy to put on 


* 

EXPANSION PERMITS RING TO __ e Easy to take off COMPLETELY INVISIBLE 
7 
* 


WHEN WORN. 


EXPAND UP TO 3 SIZES TO Never too tight 
ALWAYS COMFORTABLE. 


PASS OVER THE KNUCKLE Never too loose 





interchangeable shanks 


. Interchangeable ring shanks with built-in Fly fit all ring heads 


° v 
controlled expansion enable you to CUSTOM-FIT any NA —— 
finger—Kit supplied with shanks—available in sizes 314-9. f ¥ k 


Shanks always exchangeable. 


; sts ae Ye Ring shank 
. You size rings to a perfect fit in your own \ : 
J™ Shank 


a number 


store in less than 2 minutes. No more costly 
ring sizing problems. 


. Saves thousands of dollars in inventory. 
Eliminates ring duplication. Sales consummated immediately 
because you always have the right color gold ring in stock. 

ACT TODAY to boost your diamond sales for '61! Contact your 
authorized Feature Ring wholesaler or write 


FEATURE RING COMPANY, INC. 
130 West 46th Street - New York 36, N.Y. 


Equivalent to 500 cat of wear’ WORLD’S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS 
TESTED AND PROVEN by FEATURE FLEX RINGS ARE COVERED BY U.S. PATENT NO, 2.806.363 AND OTHER PATENTS ISSUED 
American Testing Laboratories, INC. nb PENDING IN THE UNITED STATES AND IN FOREIGN COUNTRIES THROUGHOUT THE WORLD 








How could you? The worst street of 

the jewelry business. Don’t you know? 

Ask a good, old-time jewelry firm. 
NAME WITHHELD 











Pre-Ticketed Prices 


To the Editors: 

I agree in general with your Febru- 
ary editorial. The fixed retail price set 
by silverware and watch manufactur- 
ers or suppliers has opened the market 
for the sale of these products to outlets 
other than established jewelry stores. 

The criticism, however, that jewelry 
stores have too high a margin is not 
basically true. Fine jewelry stores are 
selling the finer quality goods at honest 
mark-ups—and much closer than the 
customary mark-ups of many years ago. 

The real evil, however, is not that 
discount houses underse!ll the good jew- 
elers on good products. It is the mer- 
chandising of pre-ticketed items, es- 
pecially watches, which allows non- 
jewelry sources to misrepresent values. 
“What are you worrying about... We recently had occasion to examine 

9  Mleadet Dead! Aiets ie" a watch which carried an official retail 
ites : | price tag of more than $90 plus tax. 

rani | CS ERR ot SE ON AE —— Our customer felt she had made a good 
buy when she bought this watch at a 

AT T c hy T ; O ie discount house for $42, tax-included— 
J - and her sister was so elated that she 
W E L RY bought a duplicate. Any jeweler would 

a U YE RP be happy to sell such a watch for a 
S e « « write lot less than $42, and still make a profit! 

I have come to the conclusion that 
silver and watch factories should not 
establish a retail price. I reluctantly 
came to this conclusion because of re- 

Featuring rings, bracelets, earrings, pendants, tail merchandising developments during 

chokers, charms, necklaces and watches. the past two or three years. 

Use of catalog eliminates the need of large in- Most jewelers would and could sell 

ventory. at a lower profit margin, but satisfac- 

Catalog Is nad showcase to consumer for over tory results can never be attained if 

5000 jewelry items. , , ; 

eu buy divest Siam the entation, factories with prominent brand names 

Prices defy all competition. are allowed to pre-ticket their products. 

Triple markup on all merchandise shown. a Fixed retail prices, expressed and 

We stock all items shown in catalog. implied, should be abolished by the 
* Immediate delivery upon receipt of order. manufacturers and ‘Suppliers . This 
© Memorandum selection avaliable would give the retail Jewelers an op- 

portunity to accomplish the sales they 
Take advantage o}f this free catalog offer: in- are entitled to, and it may not start 
crease your sales without increasing inventory. price wars among retail jewelers if 
the jewelers refrained from objection- 
able advertising. 


R. PEARLMAN INC. 125 W. ere | issaiihid JOHN J. NAUGHTER 


Manufacturing Jewelers New York, N. Y. . 
since 1906 JUdson 6-5893 | Naughter Jeweler 




















for this free 80 page jewelry catalog 
containing more chan 5000 jewelry creations, 
in platinum and gold. 


Write Today! 
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GENERAL ELECTRIC ANNOUNCES 
GREAT TRADE-IN SALE 
ON LIGHTED DIAL CLOCKS !!! 


temember how last year’s trade-in sale moved Snooz-Alarm® clocks? Here’s your 
chance to enjoy the same success on General Electric lighted dial clocks! General 
Electric is offering a special trade-in promotion just so you can introduce more 
people to the modern way of telling time in the dark. Now, through June 30, offer 
trade-in allowances up to $3. You’ll be supported by TV commercials week after 
week on GENERAL ELECTRIC COLLEGE BOWL. So start the trading right now. 
Bring in new customers with the dial that lights up when the sun goes down! 
General Electric Co., Clock and Timer Dept., Ashland, Mass. 


* Manufacturer's suggested 

trade-in prices will be in 

effect through June 30. 

Manufacturer’s regular sug- 

gested retail prices will be ” 

in effect beginning July 1, ae . ance ie RE me 
1961. 





DAY VIEW 
‘Suggested dealer prices 
now through May 31. Your 
distributor has prices for 
less than six clocks. 


® Snooz-Alarm is a registered 
trademark of General Elec- 
tric Company to identify its 
brand of repeat alarm 


VIGN-ETTE CUE-ETTE SNOOZ-ALARM CLOCK SNOOZ-ALARM CLOCK 


Model 7267-K. Graceful feminine Model 7S268-K. Model 7H241-K. 
styling, in pink or beige. Miniature styling too. Beige. Two big features! Antique white. | 


LIGHTED DIAL 


REGULAR SUGGESTED 
RETAIL PRICE 


| 
SUGGESTED TRADE-IN 
ALLOWANCE 


SUGGESTED 
TRADE-IN PRICE 





SUGGESTED 
A 
DEALER a 
PRICE — 
SIX OR 


PROMOTION 


YOU GET MORE TO SELL IN A GENERAL ELECTRIC CLOCK... 
AND YOUR CUSTOMERS GET MORE THAN TIME! 





Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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CERCELE LEO LEA 
SAAS 


WLLL LZ 


QUALITY ALWAYS 


Design that attracts the customer, with Quality 
that can’t be compromised, and always at a 


Profit for the retailer. 


* sold through wholesalers 


exclusively to the trade. 


ALL ITEMS SHOWN ACTUAL SIZE 


123 fz FILLIS ILLS A U 2 O ivi AT i C 


PsP 2a IPSC, CHAIN CO. 
: Py, Ai ee ‘reer é 7 yO PROVIDENCE, R. 1. 


Y 4x igré SFL NEW YORK LOS ANGELES 


a 


~ is a Ee -5O CHICAGO 


! ~SS BI... J alia od . 
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we favor the Madden Quality Stabilization Bill, H.R. 116 


A statement by Herbert Ellison Smith 
of the Photo Retailers’ Service Bureau, Publisher of “‘Photo-Fan”’ 


NDER the American system of competitive free 

U enterprise, true prices of manufactured goods 

are inexorably determined by cost of labor, raw materials and overhead. 

Conceivably a Congressional edict could reduce —fix and freeze —these 

three prime costs. BUT, that would entail socialistic price-and-wage 

controls at all levels of our economy. Such regimentation might please 

those to whom individual freedom and private property are anathema, 
but it would most certainly destroy the American way of life. 


The Quality Stabilization Billi, H. R. 
116, introduced by Congressman Ray 
Madden, gives the manufacturer the right 
to stabilize his resale prices, guaranteeing 
maintenance of the integrity of his trade- 
mark. If that right is denied, the vacuum is 
attacked by an irresponsible minority of 
retailers whose ignorance and/or greed 
manifests itself in savage price-cutting, 
causing retaliatory price wars based on 
spurious mark-ups and phony list prices. 

This makes ““Main Street, U.S.A.” a 
veritable product-and-price jungle. The 
end result of these fang-and-claw tactics 
is already showing up in the alarming 
increase of bankruptcies in the D. & B. 
reports. 

The Senate’s Small Business Commit- 
tee recently reported that 1960 small busi- 
ness failures climbed to a 27-year high. 
A total of 15,445 firms closed their doors 
last year—one of our most prosperous. 
These statistics tell only part of the story. 
The House Small Business Committee in 
its December report, “STATUS OF 
SMALL BUSINESS IN RETAIL 
TRADE,” made this frightening state- 
ment: 

‘*Most small retailers discontinue busi- 
ness without going through bankruptcy. 
This explains why, of the 139,000 discon- 
tinuing business in 1959, only 6,873 showed 
up in the business failure statistics.” (If 
the same ratio held for 1960, it would mean 
that approximately 300,000 retailers dis- 
continued business in ‘prosperous’ 1960, 
yet only 15,445 showed up in the business 
failure statistics.) 

















For example, a close look at the photo- 
graphic industry reveals that “price bait” 


by the predatory minority cheats the con- 
sumer and robs the legitimate photo 
retailer who must give service on the 
hobby-leisure-luxury goods he sells. And 
the final resukt can be only disastrous to 
the ethical manufacturer who produces 
goods for the mass market, because he 
must cheapen his product to compete. 


In plain words, the manufacturer must 
engineer cuts in quality in order to sell 
down to a price. This isn’t a theory, it’s 
a brutal economic fact. Few realize that 
a 10% reduction in manufacturing cost 
can mean a 50% reduction in quality. 


This condition gyps the public, de- 
stroys the integrity of established trade- 
marks and reduces business to the status 
of chaotic oriental haggling. It 1s rapidly 
destroying the competitive free enter- 
prise system which made America the 
world’s No. | producer of goods and 
services and has given our people the 
highest standard of living the world has 
ever known. 














The integrity of trademarks long pro- 
tected the American people by insuring 
that they were getting merchandise of a 


known quality and full value for their 
money. 

Now in this blasé, hard-boiled world 
few people have the courage to act on 
morality or principle, or to equate their 
deeds with spiritual truth. Our competi- 
tive free enterprise system evolved from 
the Judeo-Christian concept of Private 
Property. This property includes trade- 
mark ownership. 

















Otherwise there is no incentive for busi- 
ness to produce a good product or to 
deliver a conscientious service to its cus- 
tomers. Without the profit incentive there 
is no reason for anyone to strive for excel- 
lence or maintain his ““good name” trade- 
mark. 

Destroy private property, including 
trademark integrity, and our way of life 
would be swallowed up by the superstate 
envisaged in the Communist Manifesto 
of 1848. Then “Big Brother” would scrap 
the law of supply and demand; “‘control” 
the type and place of work, the type, 
quantity and quality of products per- 
missible in the ““consumer segment;”’ and 
total business would be a State monop- 
oly similar to that of Russia. 


A good start in revitalizing our com- 
petitive free enterprise system is the 
prompt enactment of legislation estab- 
lishing the manufacturer’s right to stabil- 
ize his products’ prices, and protecting 
his trademarks in the channels of dis- 
tribution. That is why we favor the 
Madden Quality Stabilization Bill, 
H. R. 116. 





HOW TO LET YOUR CONGRESSMAN KNOW 


Tear out this ad, fill out coupon and mail it today to 


1001 Grant Street, Gary 40, Indiana 


ways. My Congressman’s name is 


Quality Brands Associates of America, Inc. 


Please tell my Congressman that I very seriously favor the Madden Quality 
Stabilization Bill H. R. 116. I believe it will help the economy of our district in many 





MY NAME IS 





MY FIRM IS 





LOCATED AT 





DATED 
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CantAnt 


quality and variety . . . 
rate high in charm sales 
for graduation and other occasions 


Jewelers know Carl-Art means quality 
and offers a wide selection of 
fine charms. Be well stocked 
and display Carl-Art charms 

... they'll sell! 


SOLD THROUGH WHOLESALERS ONLY 


CARL-ART inc. 


PRO VIG He 
New York * Chicago * Los Angeles 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 196! 





The Switch ts to 








The Line You Can Live Wi 


T-13—Tiny Pocket Portable With Big Set Sound 

6 Transistors plus 1 Diode 
The 82 oz. (complete with 9-volt battery) beauty that 
ut-performs all other miniatures. Power-packed. Gives 
Strong, Clear reception 


T-50—Pocket Portable of Outstanding Tonal 
Quality. 

Pocket portable 
provides big set tone 
dial for quick, easy tuning 


with 242” PM dynamic speaker that 
Selectivity outstanding. Large 


$29.95 


THE “PORTALARM” 


TINY NEW 7-JEWEL 
WATCH ALARM RADIO 


6 TRANSISTORS PLUS 1 DIODE 


txquisite aS a jewel, unique in performance 
Just about the size of a pack of cigarettes, 
“PORTALARM"” combines a powerful, high- 
performance transistor radio plus a 7-jewel 
watch which automatically turns the radio on 
or off. Select station, set watch, and you wake 
up to your favorite morning program. Or, you 
go to bed, fall asleep, and know that the 
“PORTALARM” automatically turns itself off 
within the hour. A tremendous promotional 
item, “PORTALARM” is certain to be a sales 
leader for all Matsushita dealers. Mode! T-92. 
Weight: 72 oz. (complete with 6-volt battery) 
Dimensions: 3’—" x 2'2" x 1¥%e". Color: Black 


and goid $49.95 
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6 Transistors pius 2 Diodes & 


Realistic prices that move merchandise, 
protected to guarantee your margin. 
Limited number of selected quality dealers 
in each market. 
The finest transistor sets you or your 
customers ever heard. Absolutely 
unmatched component-for-component, 
circuitry-for-circuitry, sound-for-sound, 
or dollar-for-dollar. 
Yes, the switch is to Matsushita because 
it’s the line that smart, keen buyers 
recognize as the one on which they can build 
a healthy business—with a real future. 


Matsushita Expands Its Highly Successful 
Initial Group Of Transistor Radios .. . 
Introduces Entirely New Group Of Products, 


Each A Signal Advancement In 
Styling And Performance. 


MATSUSHITA 


th Happily! 


{ 


ann, 








T-30—The Finest AM/FM Transistor Set You 
Ever Heard. 


Combines superb sensitivity with very sharp selectivity 
to provide sound of remarkable range and smoothness 
crystal-clear highs, deep and solid bass $79.95 


, 
* ea 
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S Transistors pilus 6 Diodes 





T-22U—AM/Short Wave Set Featuring Magic 
“Meter” Tuning. 
Outstanding in sensitivity, this set provides magnificent 
Standard-broadcast and short wave reception 

(T-22M: AM and Marine Band) $54.95 


8 Transistors plus 2 Diodes 


Prices slightly higher in western states, 
Hawaii and Canada 


MATSUSHITA 


ELECTRIC CORPORATION 
OF AMERICA 
41 East 42nd Street, 
New York 17,N_Y. 


Telephone: MUrray Hill 2-6244 









































Why are some jewelers 
prouder of their nngs than others? 





Artcarved 


the most coveted ring franchise in America 


WOULDN'T YOU BE PROUD to have your 
customers pre-sold by national advertising 
on the quality and beauty of the rings you 
sell—and on your reputation as a fine 
jeweler? Artcarved jewelers are backed by 
compelling full-page national magazine ads, 
plus full-scale store promotional tie-in ads. 


WOULDN'T YOU BE PROUD to be part of a 
century-old business reputation? Artcarved 
has been building good will and customer 
confidence for more than 100 years. 


WOULDN'T YOU BE PROUD to eliminate 


the hidden inventory costs which drain off 


your profits? As an Artcarved dealer you 
always have a balanced stock on hand, plus 
a reserve stock instantly available from 
Artcarved. You order as needed — by cat- 
alog if you prefer. 


WOULDN'T YOU BE PROUD to have service 
you can depend on absolutely; quality 


guaranteed in writing; the diamonds you 
want, always available at standard quality 
and price? All of these services are part of 
an Artcarved franchise. 


WOULDN'T YOU BE PROUD to have your 
salespeople learn faster, sell more effec- 
tively because they have confidence in what 
they are saying? Artcarved’s simple, unique 
sales story means easier selling, greater 
customer satisfaction. 


WOULDN'T YOU BE PROUD to be able to 
assure the nationally-recognized value of 
your customer’s ring with an Artcarved 
Permanent Value guarantee, plus a world- 
famous trademark, individual registry 
number, and a personal registration to 
protect the customer? 


WOULDN'T YOU BE PROUD to have your 
own Artcarved franchise? A simple letter 
to us can start the ball rolling. 





Artcarved 


J. R. Wood & Sons, Inc. © 216 East 45th Street, New York 





LONGINES-WITTNAUER 


Spring 1961... 
Our “Double-Barreled” Advertising Plan.. 


Prestice.. Solon. .Prestige.. olen 


Longines-Wittnauer believes in quality 
watch advertising. Longines-Wittnauer 
uses quality watch advertising. 
Longines-Wittnauer has consistently 
sponsored the industry's largest quality 
watch advertising campaigns—for 
many decades. 
We're still at it. 
This Spring we proudly announce our 
quality watch advertising plans, utiliz- 
ing all forms of mass media, Here is a 
campaign of integrity to support the 
fine, lifetime watch. 
For consumers, this campaign strength- 
ens the quality image we have built 
into all Longines-Wittnauer products. 
For you, this PRESTIGE-ACTION 
program reinforces our unique Con- 
sumer Franchise*, unequalled in the 
watch industry. 

“More Americans prefer Longines than 

any ther fine watch. 


? 


Longines-Wittnaver in Magazines 


The current May issue of “Reader's 
Digest” (world’s largest circulation— 
12,300,000 copies each month) fea- 
tures a dynamic, new, quality watch 
advertising campaign and merchandis- 
ing promotion. 


— 


Along with our striking, three-page 
gatefold ad which swings out from the 
back cover, there is a big card bound 
into all subscriber copies (97% of all 
copies) of the magazine. Each card is 
individually numbered, and subscribers 
are asked to take their cards to a 
Longines-Wittnauer Jeweler to find out 
if they hold one of the 1,000 winning 
numbers, Holders of winning numbers 
will be entitled to one of the Longines 


50 


watches featured in the ad— FREE. 
There is no other way for anyone to 
discover who the winners are. Only 
Longines-Wittnauer Jewelers will have 
the list of winning numbers, 


THIS PROMOTION WILL CREATE 
HUNDREDS OF THOUSANDS OF 
CONSUMER VISITS TO LON- 
GINES-WITTNAUER JEWELERS. 
Be sure you are ready with the special 
“Reader’s Digest” assortment when the 
prospects begin to arrive. 


Longines-Wittnauver on Radio 
Listen for Longines-Wittnauer’s 

* MONITOR NEWS 

* RING AROUND THE WORLD 


presented as part of NBC’s famous 
weekend “Monitor” service. 
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David Brinkley Chet Huntley Frank McGee 


All day Saturday... All day Sunday. 
A fascinating series of news programs 
and news interviews in depth. 


Commercials will emphasize the “Read- 
er’s Digest” feature watch assortment. 


Longines-Wittnauer “Monitor News” 
and “Ring around the World” will be 
broadcast over more than 200 NBC 
radio stations, from coast-to-coast. 


Longines-Wittnauver 
in Newspapers 


America’s largest, most influential 
newspapers will carry a series of pow- 
erful, high-impact Longines-Wittnauer 
advertisements. 


Large ... conspicuously placed, these 
ads, too, will feature our special 
“Reader's Digest” assortment. 


—_— 
—— 





Spring Sales Strategy 


The theme of our entire Spring cam- 
paign is: 
“At least once in his or her life... 
everyone would love to own a 
really fine watch... Finest of all 
to own or to give is LONGINES, 
the world’s most honored watch.” 
Make this your message this Spring. 
Get the excitement of Springtime into 
your telling, selling points: 
Here’s the chance of a lifetime... 
to own a lifetime watch. 


Stress the basic economy of a quality 

watch...a Longines or Wittnauer 

watch, 

JEWELERS WHO BELIEVE IN 
FINE WATCHES—SELL THEM 


- 
—— 


Join our reading family 


Longines-Wittnauer publishes a little 
monthly magazine for jewelers in 
which we describe what we're doing in 
production, styling, merchandising and 
advertising. If you’re not already re- 
ceiving GOOD WILL fill in the cou- 
pon below. 








Advertising Department 
Longines-Wittnauer Watch Company 
580 Fifth Avenue « New York 36, New York 


Please add my name to your mailing list to 
receive free copies of ‘‘GOOD WILL.” 


Store Name 
Address 
City State 




















LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 4 
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OU CANT EAT EM: A Cincinnati 
diamond setter, Fred Hauser, 
got a bit of a jolt recently. 

On the way to work he lost his 
lunch bag. Contents: one ham sand- 
wich; one banana; 12 diamond rings. 

Police found the bag. The rings 
were there: the banana and ham 


sandwich were gone. 


emer E TO DREAM: Remember 

reading when you were a kid 
about that fabulous place in Darkest 
Africa (was there ever any other 
kind of Africa in the adventure 
books?) where the elephants go to 
die? 

Maybe you were skeptical even 
then. Kids are the greatest skeptics 
there are. 

But there is at least one full-grown 
man around who isn't going to let 
a little skepticism kill an $8,000,- 
000,000 dream. 

Jesse Cornish of Garden City, 
Minn., spends six months every year 
buying carved ivory, beads and 
wooden curios in Africa for sale in 
the U.S.A. 
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SPEAKING OF THE JEWELRY TRADE 


He does all right out of the busi- 
ness. But it’s only a business. His 
dream is to find that legendary ele- 


phant “Whoever finds 


that graveyard,” says Cornish, “can 


graveyard. 


lav claim to perhaps a million tons 
of ivory—a million tons at $8,000 
99 
a ton. 
It wouldn't be bad at even a 


dollar a ton. 


i emregerenad: Graphic Trades 
Service of San Diego has come 
up with a new process for etching 
photographs on trophies. 
Now the feat that won the award 
—Slugger Sunday 
punch, etc., etc.—can be graphically 


delivering his 


represented on the trophy. 


ian SEZ... . Syndicated columnist 
Inez Robb got in a plug for the 
retail jewelry trade in one of her 


recent columns. 
A departing house guest left her 
the proud possessor of a sterling 


measuring cup for the kitchen. 
Basking in the luxury of this ritzy 
Miss Robb 


“...a moment’s reflection is enough 


acquisition, ruminated 


to convince anyone that today’s 
foremost status symbol is not a plush 


parlor but a 22-karat kitchen . . . so 


it is scant wonder that jewelers are 
getting in on the kitchen kick. Who 
else is better equipped to furnish 
these resplendent retreats? From the 
silver measuring cup it is only a 
logical step to sterling mixing bowls, 
sink strainers and canisters.” 

The lady seems to have a point. 
Gold toothpicks are superfluous in an 
era which frowns on public tooth- 
picking. But a kitchen in sterling . . . 
that’s something else again. 





Did you 
ever see a Bride 
who wasn't 
wearing 

Pearls 


NEVER! 


And never will you 
see a better selling 
program than 
the one from... 








courtesy American Bride Publications 





CULTURED PEARLS 


Felco’s Year “Round Bridal Theme is supported by a battery of Selling 
Helps. Ask our salesmen to show them to you — or write for the full story. 
The Bridal Theme is ONE MORE of Felco’s IDEA-PROMOTIONS which we 


develop for, and furnish to, jewelers regularly throughout the year. 








JACK J. FELSENFELD, INC. + 665 STH AVENUE AT S3RD STREET, NEW YORK 22 « PLAZA 3-5650 
THE NATION'S OLDEST CULTURED PEARL SPECIALISTS—ALMOST 50 YEARS OF UNINTERRUPTED SERVICE 
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— FOR TAT: A certain Mrs. Sil- 
berstein of Hamburg, Germany, 
was perturbed when she found that 
the engagement ring, wedding ring 
and other jewelry her husband had 
given her were phonies. 
Questioned by her lawyer, Mr. 


Silberstein readily admitted — the 
jewelry was bogus. 
Silber- 


steins hair was dyed, her face and 


He said that since Mrs. 


nails painted, her teeth capped and 
her figure pulled in and pushed out 
by false garments, he saw nothing 


wrong with giving her phony jewels. 


Dee N IN THE When 


George Sam, a Texan, stepped 


MOUTH: 


out on his front porch one Sunday 
recently. someone struck him a hard 
blow in the mouth. 

When Sam came to, his four gold 
front teeth were missing. Reporting 
the theft to police, he valued his 
missing teeth at $150. 
WINDER: A 


YieLF - WINDER canny 


watchmaker has invented an in- 


senious device to wind self-winding 
watches. 
Frederick A. 


pairman at James L. Callan and Sons 


Brown, watch re 
Jewelers. San Rafael, Calif... is the 
gent in question. 

His brainchild, which he uses con- 
check the 


mechanisms of watches he has re- 


stantly to self-winding 
paired, was made from parts which 
cost him only $15. 

The device has four arms arranged 
like spokes on a wheel. It spins the 
watches attached to its arms in a 
complete circle. Simultaneously, the 
watches also make a complete turn 
on the rods to which they are at- 
tached. The 


those of the human arm. 


movements simulate 


A couple of companies have ex- 


pressed interest in manufacturing 


Brown’s winder. 


es 


Reds are catching on to the 


BATTERY WATCHES: The 


good old capitalistic game of keeping 


up with the Joneses. 





“and it’s waterproof.”’ 
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JEWELERS 


If Joe and Mary Doakes are going 


to sport battery - powered wrist- 
watches. so are Ivan and Petrushka. 


Tass 


reports that a new factory going up 


The Russian news agency 
near Moscow will turn out 114 mil- 
lion battery-powered watches yearly 
when finished. 

Tass showed considerable restraint 
in the announcement. For some rea- 
son it did not claim the battery watch 


as a Russian invention. 


Nic WORK: Remember the old 
song. “Nice Work If You Can 
Get It”? 

Three Parisians who most definite- 
ly have “got it” are a trio of the 
city’s most skilled stone setters. 

They have been working for five 
months on the commission to end all 
commissions, a fig leaf brooch which 
price at 


conservative estimates 


$1.250,000. 

Some 400 diamonds will decorate 
the fabulous fig leaf. 

Who gets the finished 
Only the jeweler handling the com- 


bauble ? 
mission knows. and he ain't telling. 


.TOCcK: What 


f Vick @éH&? 
the 


does average person want 


from a clock? Beauty? Accuracy? 
A combination of the two? 

One would assume this to be so 
in most instances. but for the one 
man in four million who wants some- 
thing different. clock manufacturers 
might consider a certain Captain 
Brown who dwelt in County Down, 
Ireland, 130 years ago. 
vocabulary 


Captain Browns 


would, when that gentleman was 
aroused, melt the horns on Beelzebub 
himself. He owned (perhaps to in- 
spire him to greater heights) a clock 
epithets 


quarter of an hour—‘Go to hell” 


which would rasp every 
and “To blue blazes with you” being 
comparatively mild examples. 

Diamond News and South African 
Jeweler, whence this tale comes, re- 
ports that the cursing device con- 
sisted of a series of “bellows and 
small tubes” and that the unusual 
clock was presented Captain Brown 
by a French woman who herself 
was a “profound swearer.” 
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Example of more bDi- 
zarre decorator clock 
design is Howard Mil- 
ler’s unusual ‘‘Com- 
pass Clock’’.... .$40. 


RATOR” 


Jewelers 


® DO YOU KNOW that for every house or apart- 
ment built with a mantelpiece today hundreds 
are built without one? 

If you don’t, you may be unaware that a seem- 
ingly insignificant change in interior decor, the 
absence of a mantel, has proven a boon to those 
retailers—jewelers, department stores and drug 
stores—who carry decorator clocks, the time- 
pieces which are preeminently “made” for the 
mantelless home. 

A survey of American clock buying habits, car- 
ried out in 1958 by a national research organi- 
zation, showed that of the $50 million spent on 
clocks of all varieties costing over $10, the Ameri- 
can consumer spent $20 million on decorator 
wall clocks. 

Numerically, four out of every 10 clocks (cost- 
ing over $10) were decorator clocks. And the im- 
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who don’t are missing out 
on the clock rage 
which is sweeping 


the nation 


, 


portance of ‘decorators’ in the clock picture is 
still growing. 

Decorator clocks do what their name implies: 
they decorate, adding color, texture and interest 
to bare wall space, much as a painting would. 
They come in an infinite variety of shapes, sizes, 
designs, materials and prices. Some measure a 
few inches across; others cover several square 
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feet of wall space. Some are conservative, fash- 
ioned in Early American and other traditional 
patterns. Others are dazzlingly far out in left 
field. 

If they differ one from another in many ways, 
all decorator clocks share one constant factor of 
vital concern to jewelers: their saleability. 


Sales Trend Up 

William Blair, head of the clock department 
of Bailey, Banks & Biddle Co. in Philadelphia, 
reports that his sales of decorator clocks are 
“terrific,” up 100 per cent from five years ago 
and currently comprising a quarter of all Bailey 
Banks clock sales. He sells more decorator clocks 
than any other single style. 

Leonard Leonard, of Piedmont Jewelry & Ap- 
pliances Co., Detroit, says 50 per cent of all clocks 
sold by Piedmont are decorator clocks, with sales 
up 10 per cent over a year ago. 

Melvin Korman, manager of Best Jewelry Co., 
Florence, Ala., says his store’s sales of decorator 
clocks have risen 10 per cent in the past year. 

And A. Stowell & Co., Inc., Boston, reports that 
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Syroco spear-shaped clock comes in both battery (retail 
$35) and eight-day (retail $30) models. Clock and match- 
ing panel (retail $30) are from ‘‘Danish Modern” series. 


“‘Neuchateloise”’’ by LeCoultre, Atmos 
perpetual motion movement, wood case 
completely hand painted $900. 


q 


“Granby” by Westclox has 8-day 
movement, sunburst motif. .. . $19.95. 
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1. Compact decorator clock display 
by Jack Armstrong, Pueblo, Colorado. 


2. Chippendale design in cast metal. 
The New England Clock Co... . .$49.50 


3. ‘‘Declaration’’ by Seth Thomas, 
8-day imported movement..... . . $55. 


4. ‘‘Temptress’’ by Phinney-Walker, 8- 
day movement. Gilt on wood . $24.50. 


5. Compact brass 8-day decorator by 
Sheffield, 1014” diameter $29.95. 


6. Ingraham sunburst; 8-day model, 
$22.95; electric version $21.95. 


7. Sunbeam battery, basket weave 
cane with wainut or ebony. . $39.95. 


8. ‘‘Quadrille’’ electric by Sessions 
has contrasting grain panels $19.95. 


9. Haddon “Americana Supreme,”’ 
8-day, $29.95; battery ,.. -934.95. 


10. Henry Coehler seven-jewel bat- 
tery movement, brass case $48. 


11. Battery decorator by Koch, motif 
features long-stemmed leaves $38. 


12. ‘‘Giant Petal’’ electric by Lux. 
Spun gold finish dial center. $14.95. 


13. Cuckoo Clock Mfg. Co., 8-day, 
features brass spears....... .$32.95. 


14. ‘‘The Pilgrim” electric by Spartus 
is suspended from metal eagle. $7.95. 


15. “Sugar and Spice’’ electric by 
General Electric. Pine finish. .$24.95. 
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its decorator clock business is ‘“‘much better’ than 
a couple of years ago. 

Jack Armstrong of Jack Armstrong Jewelers, 
in Pueblo, Colo., reports that in the past three 
years he has “‘nearly doubled” his clock volume by 
emphasizing “large, ornate wall clocks which fea- 
ture some particular selling point.” 


Executives Go For Them 
The decorator clock boom got under way seven 
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years ago, spreading out from the suburban 
areas surrounding the bigger cities where inten- 
sive home building had gone on since the end of 
World War II. Los Angeles and Detroit were 
early focal points of the craze, and middle and 
lower income groups were the major market for 
the clocks. 

Today, the entire country is decorator clock- 
conscious, and some jewelers are getting requests 


( please fury to page 84) 





TLAChH 
YOUR CREDIT MEN 


FO Soy 


® STORE OWNERS long ago recognized the im- 
portant of sales training for their salespeople. 

These same store owners, however, often fail 
to require equal selling ability of their credit 
men, even though the latter may represent close 
to half of store personnel. 

The magnitude of this error comes to light 
when you analyze the store areas to which a cus- 
tomer is exposed. In most cases, he doesn’t visit 
more than three departments; but in almost 
every case he does visit the credit department— 
to pay on his account, to make arrangement for 
a new purchase, to complete a transaction for 
cash, or for a variety of other reasons. 

If, on these occasions, he is not exposed to a 
selling effort by your credit personnel, you are 
suffering a large sales loss. by default, and the 
culprit is your own inertia. 

A credit department can consist of credit peo- 
ple—or of properly trained sales personnel who 
have a thorough knowledge of office and credit 
procedure. The difference is that one is merely 
a group of employees who know credit operations, 
while the other is a sales-conscious selling group, 
trained in the complexities of intelligent and 
effective credit procedures. 

Some stores obtain half of their diamond and 
watch business from the creative efforts of their 
credit department personnel. All credit depart- 
ment employees should be trained in selling, and to 
the same degree of proficiency as the sales per- 
sonnel on the floor. Store owners should recog- 
nize this huge potential and start a sales training 
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by Marvin Rogers 
Credit Manager, Weisfield’s, Inc. 


Well trained, they should be able 
to realize many additional 


profit dollars for your store 


DIT BAS SNT 


be 
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A good credit man creates sales by setting payments 





program with accurate planning and close super- 
vision. 

The sifting of customers that is done by the 
sales department is a great benefit to the credit 
department group. This sifting separates the 
“lookers” from the “buyers,” and every person 
with whom the credit department comes in con- 
tact is a known buyer. Since this sifting is an 
expensive process for the store as a whole, failure 
to develop the full sales potential of the credit 
department is a tragic waste. 

Many store owners would be only too pleased 
to reap additional or larger sales from the actions 
of their credit personnel but they don’t know how 
to go about it. Selling by credit personnel, though 
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a definite technique, can be easily taught and 
once learned it then becomes a standard part of 
the duties of all credit personnel. 


Love That Customer 

The first necessity is for the credit interviewer 
to show a personal interest in all customers who 
come to the credit department. A friendly rela- 
tionship should be established as a prelude to 
successful selling. An experienced, sales-minded 
credit interviewer perceives that certain types 
of customers respond fairly easily to suggestions. 
Sensing such a customer, he steers the conversa- 
tion in hopes that it may indicate the possibility 
of an additional sale. He may comment upon the 
unusual values the store is offering in ladies’ 
dress rings, the variety of the new designs, the 
remarkable prices. He may notice the worn con- 
dition of the customer’s rings and remark on the 
tremendous sale the store is conducting on new 
wedding sets of modern design—the introductory 


Once the interviewer finds an item of interest 
that can be developed he should estimate, from 
the credit information he possesses, just how 
much his customer can be permitted to buy. 
First, he will obtain a down payment and terms 
commensurate with an anticipated purchase. Cer- 
tainly no harm is done if an additional sale does 
not result, and it is interesting to note that better 
terms and down payments can be the by-product 
of this creative effort. 

Take a case of a customer who has made an 
initial purchase of $150 for a wedding set. Assume 
the store has a policy of a maximum contract 
life of 18 months. The credit interviewer starts 
his questioning, constantly aware that he must 
determine, as accurately as possible, the maximum 
credit line, i.e., how much can we wisely sell this 
customer. This decision, of course, is based upon 
the principal fundamentals of credit—ability, 
stability, traceability, etc., coupled with intelligent 
evaluation. 

After obtaining basic credit information, the 
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which are large enough to pay for both what the customer has bought and something else he finds she wants. 


trade-in-value, the sale of sample diamond sets, 
etc. 

One way to sense a customer’s interest is to 
admire the jewelry she is wearing and suggest 
the addition of diamonds to enhance its beauty. 
(It is logical to assume that a ring she wears is 
a ring she likes; therefore, flattery and subse- 
quent diamond addition is a natural cause and 
effect.) 

These areas must be touched lightly, in a con- 
versational manner. Obvious efforts to sell at this 
point are unwise, because your credit procedure 
is not yet complete, and you are unable, in the 
credit office, to physically expose your customer 
to the merchandise. 
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credit interviewer is now in the area of the credit 
application, which calls for terms. Here a most 
important technique of selling comes into play. 
If the interviewer were foolish enough to ask 
the customer how much he wished to pay, he 
would probably get an offer of about $10 a month; 
perhaps even less, rarely more. 

This is usually accompanied by the comment: 
“Make the terms low and I will pay more if I 
can’’; but this seldom happens. Low terms close 
the door to any increase in the sale, other than 
for a very small amount. 

If the credit interviewer believes the customer’s 
credit to be equal to a $300 purchase, he must 

(please turn to page 82) 
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MADE IN 


Sersel 


Rich in its heritage, this young nation’s 


jewelry industry now sells to the world 


and Caucasia were taught by their forefathers, 
who for generations had plied their trade in the 
Middle Eastern bazaars. 
The largest single Oriental group are the Yem- 
enites, who trace their history back some 3000 
By Gertrude Gold years to a prosperous city along the Red Sea called 
Sheba. The Queen of Sheba was responsible for 


President of Gold Advertising Associates, New 
York, Miss Gertrude Gold is a consultant to the 
diamond and jewelry industries in advertising, 
merchandising and public relations. She has vis- 
ited Israel several times, last fall at the invita- 
tion of the Israeli Government. This is the first 
in a series of articles in which Miss Gold will 
discuss the jewelry crafts of Israel. 


@ ISRAEL IS RAPIDLY EMERGING as an important 
jewelry source that already keenly competes with, 
and may well surpass, some of the world’s lead- 
ing exporters in this field. 
This melting pot boasts artisans with dis- 
tinctive skills from all parts of the Eastern 
Hemisphere. 
Immigrants from the more sophisticated Euro- 
pean countries acquired their knowledge in the 
modern manner—in schools and factories. In 
contrast, those from Hadramaut, Morocco, Trip- Ultra-modern jewelry is created by an ancient 
: people. This Yemenite-crafted sterling chain 
oli, Tunis, Yemen, Iraq, Iran, Egypt, Bukhara pendant is set with two semi-precious stones. 
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some 3000 years ago King Solomon sent their ancestors to the Land of Sheba. 


ol 


Skilled Yemenite jewelry-workers in Israel; 


Then the rains ceased. With the drought came 
the end of the good years, the beginning of the 
bad. Hunger pangs gnawed, tempers rose. The 
Arabs battled among themselves, then warred 
upon the Jews. 

Sheba was conquered and renamed Yemen. The 


(please turn to page 72) 


inducing King Solomon to send the first handful 

of skilled Jews there to colonize and trade. They 

did so well in their missionary work that for 

many centuries after, they lived as high-ranking, 

prominent citizens. They made friends with the Yemenites are adept at fashioning many types 
iohhori Arab f: a of jewelry. Examples here are, left, beaded 
neignooring Arad farmers. costume necklace; right, unusual pin for hair. 
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New fashions cry out for 


cultured pearls; 
dwindling supplies are 
reinforced by baroques, 


South Sea products 


® DEMAND FOR CULTURED PEARLS will soon out- 
distance supply if current trends continue. 

Necklines now in fashion cry out for pearls. 
As a result, more and more retailers will display 
more and more cultured pearls. 

But ... because of the effect of heightened 
demand on short supply .. . cultured pearls at 
volume prices will be hard to find. 

So far this spring, supplies have been aug- 
mented with baroque pearls, more plentiful than 
formerly and more realistically priced. 

Unfortunately, this situation cannot last be- 
cause the baroques, like quality Japanese cultured 
pearls and South Sea pearls, are also limited in 
supply. 

Not long ago, The New York Times carried a 
story on soaring cultured pearl prices, which it 
attributed to the 1959 typhoon. The Times put 
the price increase of cultured pearls at 60 per 
cent. And, after that article, the price of fine 
goods continued to rise. 


Competition from Europe 

Another major factor causing tight supply is 
the European market. A prospering West Ger- 
many, Switzerland, Italy and France have been 
stepping up their orders for Japanese cultured 
pearls. 

For the pear! seller, Europeans are now easier 
to satisfy than Americans. Europeans prefer 
quality graduated necklaces. This means that for 
the European market only one 10-millimeter cul- 
tured pearl is needed for the center of a fine 
necklace. For the American market, where the 
demand is for large uniforms, a score of 10-milli- 
meter pearls are required for a single necklace. 

U. S. import figures reflect this situation. 
Whereas the United States formerly bought 70 
to 75 per cent of Japan’s pearl crop, the figure 
had dropped to 55 to 60 per cent by 1959-60. And, 
last October, U. S. imports of cultured pearls 
were only 40.4 per cent of the total available 
supply. 

Fashion, paradoxically, has ignored the short- 
age and price rise in pearls. Newspaper ads play 
up the bib and the rope. Stand-away collars and 
collarless suits invite multiple-strand pear] neck- 
laces, while the lowered, relaxed waistline is best 
complemented by the 18- and 20-inch matinee 
strands or the longer rope. 


Baroques to the Fore 

The renaissance of the baroque couldn’t have 
come at a better time. To avoid being priced out 
of the market, bibs and ropes could only be made 
of baroques. 

Colored baroques, in blues and grays, are ap- 
propriate in a season that stresses light, bright 
tones. Treated and dyed full rounds are also ex- 
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Pearl picture: Model at 
right wears multiple 
strand necklace of ba- 
roque pearls in the new, 
longer matinee length, 
mabe earrings and high 
ring. Clasps, below left, 
are following other jewelry 
fashions and growing 
bigger and more airy, fea- 
turing pear and marquise 
shapes. South Sea pearls 
are huge, close to natural 
in color, as in the ring 
pictured at lower right. 


tremely popular, with the demand for black, blue 


and green cultured pearl jewelry constantly 
rising. 

The dwindling ranks of fine Japanese pearls 
are being reinforced from another source—the 
South Seas—though supply and price are limiting 
factors. 

Close to the Oriental in color—and magnificent 
in size—these pearls from Burma and Australia 
are bred in bigger oysters than those coming 
from Japanese waters. Because of their added 
size, it takes longer to cultivate them. Last year 
South Sea pearls valued at $500,000 were im- 
ported by the U. S., as against $21,000,000 in 
Japanese pearls. 

The rest of the fashion picture for summer 
and fall is in harmony with the trend to baroques. 


(please turn to page 80) 
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@® AN IMPORTANT STEP in building effective selling 
windows is selecting elevations and fixtures which 
will enhance your display arrangement. 
1. Are the sizes and shapes of the elevations 
related to the size and shape of your window? Do 
they look as if they really belong in it? 
2. Are they adaptable to the showing of all the 


various types of merchandise you will wish to 
WHAT display on them? 


3. Can they be easily repainted or recovered? 

TO LOOK FOR Or, if they have a permanent finish, does it har- 
monize with your permanent window background 

IN and will it contrast effectively with the merchan- 


DISPLA dise you will show on it? 
Y 4. If the units are fabric covered, is the tex- 


FIXTURES ture suitable for the merchandise? Will it stand 
up well under wear? Will it show finger and 


pressure marks easily? Will it soil easily? Will 
it withstand daylight without undue fading? 


by Virginia Dixon 5. Are the units designed to show the merchan- 


10-K Dienlay Consultant dise in organized fashion, avoiding a cluttered 
effect even when much merchandise is shown? 

6. Is the cost comparable to the length of time 

you will wish to use them? Less expensive units, 

frequently replaced, will give greater interest to 

your windows than costly ones which must remain 

in use for a long period. Zaa 











DON’T limit your display area to the 
window floor. Use the upper area of 
the window for merchandise as well as 
for decorative units. Here the three 
panels on the background have no re- 
lationship, as far as the eye is con- 
cerned, with the merchandise which is 
all placed below eye level. 
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DO take advantage of the whole win- 
dow area by the use of suspended 
shelves, peg-board units, pole units 
(as illustrated in this sketch) or any 
other device which will get your mer- 
chandise nearer to eye level and make 
the entire display more interesting 
and eye catching. 


— 


as a Sate 
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DON’T confine yourself to straight step 
elevations for showing a quantity of 
merchandise. These arrangements are 
monotonous and wasteful of space. 


3 pas Be Fog 7a Bo a ae | | Also, strive for more grace and interest 


a fin in background decorative material than 
ol vex 9 ¢ oe : indicated in the bell units shown in this 
a -“ Ce SSS x & sketch. Do not use the same size unit 

mse mm gs , ; for both the large and small wall areas, 
an ! wal . and plan the arrangement so that the 


eye is carried from the front of the win- 
dow to the back wall. 




















DO use some of the modern shelf-type 
units in shapes that adapt themselves 
to a variety of arrangements and com- 
bine with other elevations for greater 
interest. These shelves are of glass, 
plastic and wood. They use less space 
than steps, and are less solid and bulky 
in appearance. Combine the shelf units 
with cylinder and cube elevations for 
variety. The bell cut-outs, with festoons 
of ribbons, are more graceful and bet- 
ter adapted to the window space. 








DON’T arrange everything in _ strictly 
equal balance, with one large article 
in the center and every piece on one 
side matched by the same-size piece 
in the same position on the other side. 
Balance can be more stimulating to 
the eye when it is asymmetrical. 





DO use versatile cubes and cylinder 
elevations, to achieve asymmetrical 
balance. Place any large, important 
unit such as a picture slightly to the 
right or left of center and balance it 
with a smaller object farther from the 
center on the opposite side. Your eye 
will tell you when balance is achieved. 
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DIAMONDS FOR 
SUMMER SCARVES 


No collars, no sleeves, but scarves galore are 
on the fashion horizon for Summer, 1961. 
Black, Starr & Gorham designed the pins which 
add glitter to the scarves worn by the models 
pictured here and the earrings which complete 
the ensembles. 1. Pear-shaped diamonds, 
rounds and baguettes form rose pin. Button 
earrings have round diamonds to match the 
center of the rose. 2. Wheat spray of gradu- 
ated round diamonds is tied with a bow of 
baguettes. Simply coiffed hair complements 
diamond ear clips. 3. More foliage, this time 
a spray of marquise diamonds with a heart 
pendant of round diamonds. Diamond earrings 
match the pin. 4. This pin breaks into two 
separate diamond sprays. 
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a twist of the wrist 
does it today! . 


Yesterday’s pump handle is re- 
placed by today’s flick of a fau : 
cet. Modern techniques and 


machinery produce clear and 
sparkling water just as new tech- 
niques and machines produce 
more sparkling diamonds. 


Baumgold has paced this prog- 
ress for almost 60 years, pio- 
neering in the development of 
cutting techniques and market- 
ing methods that both maintain 
the preciousness of diamonds 
and increase their saleability. 
Examples: Baumgold Brothers’ 
Circle of Light and Jager Blue 
diamonds. 








NEW ELEGANCE FOR THE NECKTIE 


Ever since the French Revolution, fashion has forced males to a rather drab 
attire, with little opportunity for elegance in personal adornment. Gone the 
swashbuckling sashes of earlier centuries (which called for dazzling clips and 
brooches) ; gone the silver buckles on shoes. But the necktie remains a peninsula 
of color where precious jewelry such as these tie tacks are in good taste. De- 
signed by A. D’Alessandro (see profile on page 81), they utilize diamonds (all 
designs in left column and triangular tack in center of right column), pearls 
(top right) and a star sapphire (bottom right). Tack in center is the designer’s 
conception of a sea urchin. 
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give THE FLOWER OF PRECIOUS JEWELR 
— 


> 


2K 


beauty. To sell these valued 


Exquisite originations for connoisseurs of 


ome 


customers, make the House of Heyman your primary resource tor new 


interpretations of precious jewelry, or unique remountings of heirloom pieces. 


642 Fifth Avenue, New York 19, N. Y. 


Neckiaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up. 
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by Dr. Frederick H. Pough 
JC-K Gemological Consultant 


More Gemologica 


Musts in London 


® THE GEMOLOGIST who has concluded his study 
of the Townshend collection (April, JC-K) will 
now be tempted to inspect the balance of room 91 
and the neighboring halls in which are housed 


the general jewelry and related collections of the 
Victoria and Albert Museum in London. (pic- 
tured above). 

For the jeweler with broad interests, one whose 
competence also embraces silver, watches, gold 


Fancy rings of 17th, 18th centuries. 


70 


German bracket clock, 16th century. 


Crucifix pendant, 15th century Spain. 


work and the numerous periods of Jewelry design, 
the displays will prove fascinating. 

Similar objects are grouped, so that in one 
room one finds rings, starting with those of 
Egypt, Greece, and Rome and progressing right 
on up to the 19th Century. Elsewhere one finds 
clocks and watches from the 16th Century. 

The largest room contains outstanding collec- 


(please turn to page 78) 


Decorative rings, medieval England. 
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HARRY WINSTON, Inc. 


OFFERS YOU 
THE WORLD'S 
LARGEST 
SOURCE 

OF LOOSE 
DIAMONDS. 


MR. VOLUME USER... 


We have geared our operations to you! 


lf you buy loose diamonds in quantity, we can offer 
you the world’s /argest invevtory . . . an unmatched 
selection of sizes, cuts and colors. 


[It will pay you to buy from Harry Winston, Inc., because we 
cut and polish our own rough in our own factories. 


Contact us to see how savings can be effected by buying 
at the source, with a merchandizing program that will 
help you sell faster... at better prices. 


| iy I Entrance for Locse Diamond Division 
| | eo abet : W. 56th St. 
al | oe 


CALIFORNIA OFFICE 
448 SO. HILL ST.,LOS ANGELES, CAL. 





718 FIFTH AVENUE, NEW YORK 18, N.Y. 
Circle 5-2000 
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MADE IN ISRAEL 


(continued from page 61) 


Jews were reduced to second-rate subjects and 
forced to live in ghettos. Yet Yemen needed the 
Jews. They were the tradespeople, the crafts- 
men. Efforts to convert to Islam these extremely 
pious people failed time and again. 

Though the world progressed, Yemen stood 
still, and so did its Jews. Their dress, super- 
stitions and multiple marriages continued as 
in the past. Through the years, a few did make 
their way to Jerusalem. But the masses waited 
for the day when they would be delivered from 
their bondage on the wings of an eagle, as pre- 
dicted by their Prophets. And so, in 1948, when 
the first airplane arrived to take them to Israel, 
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Israeli jewelry products of 
today run the gamut in de- 
sign from the intricate and 
traditional (photos at left) 
to the starkly modern (be- 
low). Government con- 
trolled, home and private 
industries draw on the 
skills of immigrants from 
many lands, are building 
a reputation for top qual- 


ity and craftsmanship. 


these unfortunates unhesitatingly, fearlessly 
stepped aboard. And they have been flying to 
their promised Land ever since. 

With the aid of skilled craftsmen such as the 
Yemenites, Israel has built up an enviable repu- 
tation for its hand-made jewelry in a relatively 
short time. Equal credit for the growth of this 
industry rightfully belongs to its three divisions 
—private, home and government controlled. 


Private Industry 

In private industry, two firms are most out- 
standing in their respective jewelry categories— 
Ady and Topaz. 

Ady creates and exports to all parts of Europe 
Israel’s finest diamond and precious jewelry. Its 
owner is Yehudi Zwi Suess, who escaped to Is- 
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how to makea 
1/4 carat diamond 
think its a carat 


(and you will, too) 


In the nearly fifty years we've been in the ring business, we've 
searched unendingly for a reflector setting that would “stretch” 
a small stone to the brilliance and apparent size of a one carat 
diamond. Now we've found it. 


We've tried a dozen ways to illustrate our new SUPERGLO 
setting, but it’s about as easy as illustrating coffee aroma. You 
must see SUPERGLO to appreciate it. About the only way to 
describe it is to say it’s based on the principle that produces 
the dazzling beam of a searchlight. Though the germ of this 
idea has been previously used, nobody ever brought it to its 
full development; we have. 


Because we believe SUPERGLDO is so important, we know there 
will be attempts at cheap, bootleg imitations. To protect you 
against this inferior merchandise, we are offering SUPERGLO 
to the entire trade, competitor and customer alike. 


SUPERGLO is available right now in approximately 12 dif- 
ferent head styles for use with any ring in our line or on your 
own shank. It takes from 5 to 25 point diamonds . . . and makes 
them look four times larger . . . even in a four-post setting. 


Since most people have a natural “Show me” attitude, we'd 
like to go ahead and show you. A big $1 bill will bring you the 
14 kt. SUPERGLO top, set with a 25 pt. spinel. Even with this 
inferior stone, you won't believe your eyes. 


Careful! It’s patent pending! 





Retail jewelers are limited to the single , 
offer below. Regular orders for SUPERGLO a 
must be placed through the wholesaler or ! 

manufacturer. 


Supergle. 


$y 1. ROSKIN CO., INC. 


21 WEST 46th STREET, NEW YORK 36,N. Y. 


1. ROSKIN CO., INC. 
21 West 46th Street, New York 36, New York 


Gentlemen: 


| want to see SUPERGLO, the ultimate in diamond 
reflection and magnification. Enclosed is $1. Show me! 





Address___ 





City Zone State 
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rael after surviving years of horror in a concen- 
tration camp. In addition to its establishment 
in Tel Aviv, Ady has branches in Antwerp, Zurich 
and London. And Suess plans to open an Ameri- 
can division. 

Topaz is the leading designer of beaded cos- 
tume jewelry as well as traditional and modern 
silver and gold creations. Originally from Ger- 
many, Nacham Kohn, its president, opened a 
modest shop in Tel Aviv 12 years ago. Today, he 
has an ultra-modern salon and two partners, Her- 
bert Najman and Max Singer. The response to 
their mail order advertising in the United States 
has been so gratifying that they plan to set up 
a permanent distributorship here. 

Israel’s first factory to cut and polish semi- 
precious and precious stones is Gem Industries, 
Ltd. established last year in Jerusalem by the 
Government. Today it is privately owned by 
David Rest and has 30 workers. Apprentices re- 
celve from the Government three-and-a-half Is- 
raeli pounds a day for their first 125 days on the 
job; in the sixth month the company pays them 
seven pounds a day; from the seventh month 
on, they receive nine pounds a day. 

The firm imports rough stones, including rubies 
and amethysts, from Madagascar, Brazil and 
Burma; synthetic roughs such as white sapphire 


— - — —— —_ 


and spinel come from Switzerland. In addition 
to polishing the stones, the company engraves 
them with animals, Hebrew symbols, faces of 
prominent Israelites, Old and New Testament 
figures. 

They have also perfected a method of making 
watch crystals and optical lenses out of white 
sapphire which they guarantee will not break 
or scratch for 10 years. 

The handicapped are not forgotten in Israel. 
They are trained in diversified skills and placed 
in jobs so that they may become self-supporting. 
Rest’s pet project is teaching the blind, and | 
saw several sightless workers grinding away the 
rough edges of stones. The blind are extremely 
adept at this work because of their highly con- 
centrated sense of touch. 


Home Industries 

Credited with developing home industries on 
a large scale is the Women’s International Zion- 
ist Organization, more popularly known as Wizo. 
It was established in the early 1940s to enable 
women to supplement family income by working 
at home. 

At the start, Wizo devoted itself to Yemenite 
handwork, but after the mass exodus of Euro- 
peans to Israel it opened its doors to all. Today, 
Wizo has 54 women on its permanent staff and 











Originally established 1866 


Kahn- Jacobson , |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone CIrcle 56-4313 
82/34 Holborn Viaduct, London 
Cable Address: “Redlace’’ New York 
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IMPERIAL COLEURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


I M P E R IA a P EA R L SY N D I CAT E, | N Cc. world’s /argest seliers of the world’s finest cu/tured pearis 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bidg. 607 S. Hill St. 45, Aka Saka Shinsakamachi, Minato Ku 
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THE MOST RESPECTED 
RATCHET BAND IN 
THE INDUSTRY! 


SADLE Y 
OK 


79OS5 


* 3k 
SQUEEZE TO OPEN... 


No. 164 
Yellow, White, 
Gold Filled Nylon 
Cord Band with 
Squeeze Ratchet Clasp. 


Retail $2.50 Cost $.85 


No. 165 

Yellow, White, 

Gold Filled Nylon 

Cord Band with Double 

Safety Catch and Safety Chain. 


Retail $2.95 Cost $1.00 


No. 169 

Yellow, White, Gold Filled Fine Black 
Suede Cord Band with Double Safety Catch 
and Safety Chain. Retail $3.50 Cost $1.25 


SUEDE CORD REFILL 50c pair. 
HADLEY 
Ee ee 
43 WEST 24th STREET 
NEW YORK 10, N.Y. 











he Rosary of the Wonth” 


Catamore Rosaries handsomely crafted of 
precious sterling silver and the finest rosary beads. 
Distinctive beautiful original designs. Sales 


are bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R374/34-413 $8.25 
Fire polished bead, avail- 
able in crystal and assorted 
colors, enameled cross and 
center. 

















600 men and women, including 50 Arab women, 
who work at home. Its three shops in Tel Aviv, 
Jerusalem and Haifa are local outlets for tra- 
ditionally-designed folk-art and handicrafts of 
talented immigrants from all over the world. 

Wizo exports to 17 countries, including the 
United States and Canada, and its foreign sales 
have been increasing steadily. The Wizo label is 
now recognized as the emblem of fine quality, 
genuine hand made originals in linens, silver 
work, religious items and jewelry. To maintain 
the high level of quality in its home industry 
products, it holds classes headed by professional 
instructors who train and perfect the work of 
the amateurs. 

When necessary, Wizo make loans and sup- 
plies materials and tools to help immigrants 
get started. Some proteges of Wizo have be- 
come so proficient that they have opened up their 
own workshops. In addition to providing needed 
economic assistance, Wizo is also aiding Israel’s 
reclamation and defense efforts. Because of this 
means of earning or increasing their income, 
many new villagers are willing to live in isolated 
mountain settements and cultivate the rocky 
soil, or in strategic military zones. 


The Innovaters 

Foremost in the experimental field is an or- 
ganization called Maskit. This Biblical word most 
commonly pertains to something esthetically beau- 
tiful and exciting. The exquisite hand-made fash- 
ions, carpets, fabrics, silver objects and particu- 
larly jewelry sold in its Tel Aviv showrooms leave 
no doubt that this enterprise fully deserves its 
name. 

Mrs. Ruth Dayan founded this project in 1954 
with 60 talented Oriental craftsmen. Today, Mas- 
kit is staffed with 20 experts who supervise the 
work of over 600 men and women in new villages 
and development areas. Its aim is to preserve 
the ancient talents of the villagers and, through 
professional training, to convert them from tradi- 
tional into contemporary designers. 

In addition to intricate filegree Oriental jewels, 
Maskit produces modern designs in necklaces, 
bracelets, brooches, rings and collars adorned 
with stones from the King Solomon’s Mines, 
coral and cultured pearls. Even fragments of 
Roman glass are set in bezels to form rings, 
brooches and pendants. Ancient jewelry obtained 
from recent excavations also are interesting ex- 
perimental factors. 


Government Controlled Industries 

The newest Government project is Oumai. 
Home Industries. Started in September 1960 
with a two billion pound loan from the Govern- 
ment, it has two objectives. The first is to erect 
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and fully equip stone-cutting factories in new 
development areas. The second is to teach stone 
cutting to new immigrants so that members of 
a family can eventually work at home as well as 
in factories. 

At first, semi-precious stones will be used. In- 
structors will be graduates of the recently com- 
pleted Haifa Jewelry School. After the factories 
become sufficiently productive, the Government 
will step out of the picture. It plans to do this 
either by training key personnel to take over 
and eventually become the owners, by accepting 
partners or by selling the factories outright to 
interested people in private industry. However, 
until the factories are in private hands, the fin- 
ished stones will be turned over to Ouman, which 
will act as sole exporters. 

Another Government owned and controlled in- 
dustry is Isret (short for Israel Export and 
Trust Corp., Ltd.), headed by Abraham Amitay. 
It was started in June 1957 to encourage and de- 
velop small knitwear and jewelry workshops of 
four or five people to serve as general exporters 
of its products. It is currently responsible for 
the existence of 40 small businesses. 

Isret operates in this way: It buys its diamonds 
from Pituach, a Government agency that im- 
ports and polishes rough diamonds. In addition 
to diamonds, it also supplies the shops with gold, 





silver, precious and semi-precious stones. It pays 
the workers. The finished items are then returned 
to Isret which exports them as follows—gold 
jewelry to underdeveloped countries like Iran, 
Curacao, Turkey, Ethiopia and Rhodesia; cere- 
monial objects and silver jewelry to the United 
States; all types of jewelry to Europe. 

As a rule, immigrants from Iraq and Europe 
are more adept at working with gold while Ye- 
menites perform more artistically with silver. 
Because of the success of the operation, Isret, in 
cooperation with Ouman, plan to open a Jeweler’s 
Center in Jerusalem employing about 40 people, 
the first center of its kind in Israel. If successful, 
more will follow in other large cities. 

To expand further Israel’s flourishing jewelry 
industry, the City of Haifa and Ouman jointly 
subsidized and now supervise a jewelry school 
which opened in Haifa in January, 1961. To quali- 
fy as students, boys and girls must have completed 
military service and passed an eligibility exami- 
nation. Preference is given to new immigrants. 

The school teaches cutting and polishing of 
semi-precious stones, jewelry design and all the 
mechanics of jewelry craftsmanship. Zea 


A reprint of the preceding article is available. 
If you'd like a copy, write JC-K, Chestnut and 
56th Sts., Philadelphia, Pa. 
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Com prehensi ve Selections o f 


Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds 
and Cats Eyes... 

* 
Available loose or set in 
Platinum Diamond Mountings 
of exclusive design ... 


RE 
Sprout robinson 


Formerly Robinson & Sverdlik 


OH1O FIFTH AVENUE, NEW YORK 20, N.Y. 
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Over 42 Years of Dependable Service 
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Cut Costs in 
price-ma rking 
Costume Jewelry 


\I 


rs . 


Available with 
**Stop-Counter.”’ Stops 
machine at quantity 
pre-selected. 


lor accurate price-marking by stores 








and speedy pre-marking by manufae- 





turers. Monarch’s Klectrically oper- 
ated “Tri-Marker” price-marks jewel- 
ry tags, ring tickets, gummed labels 
and Senso (pressure-sensitive) labels 


Ci2 1447 
$1.50 





that need no moistening...all in rolls. 
Send coupon for full information. 





r— 
C12 4471 
77/H = 75 


Sample labels and 
tags are shown in 
actual size. 


(store NAME ) 











(STORE NAME 
E49 8054 
75-L 44] |B49 870 
8 X 10 29/K 51 


f $1.98 | $1.49) 


FILL OUT, CLIP AND MAIL 





STORE NAME 
B4 9870 
$1.25 S 
\ 





























JCK 56! 


o 


Please send full information on the Monarch “‘Tri-Marker”’ price- 
marking machine without obligation. Also send sample jewelry 
tags and labels. 


The MONARCH Marking System Co. 
216 South Torrence St., Dayton 3, Ohio 


STORE NAME 








ADDRESS 











POST OFFICE 








GEMOLOGICAL MUSTS IN LONDON 


(continued from page 70) 


tions of Medieval, Renaissance and Victorian 
jewelry, bracelets, necklaces and earrings. They 
afford the student of jewelry design an unequalled 
opportunity to trace the development of jewelry 
as tastes and techniques changed with the years. 

The gemologist will find the displays interest- 
ing because he can date the introduction and ac- 
ceptance of various jewelry stones. He will note 
that in Greek and Roman days the quartz stones 
stood almost alone, or that emeralds didn’t really 
become common till long after the discovery of 
America. He will also see that there are regional 
characteristics in jewelry, details that are typical 
of a nation as well as of a period. 

Few of the surviving, truly ancient articles of 
jewelry contain stones that would be worth taking 
out and recutting to adorn a modern piece. Of 
course, this does not mean that such stones did 
not exist, for they unquestionably did. It means 
that the owners probably had them reset person- 
ally, or that when the jewelry was sold, the buy- 
ers took out any good stones for remounting and 
resale, and sold the old mountings for their metal. 

Another interesting line of study would be to 
trace the evolution of cutting and mounting. A 
casual examination of the jewelry in these halls 
shows that facetting, even of diamonds, is very 
ancient indeed, leading one to suspect that the 
famed Louis de Berquen was a Johnny-come- 
lately as the “inventor” of diamond cutting. 


For the Horologist 

The first room to gain our attention as we enter 
this section of the Museum contains the time- 
pieces: clocks and watches. Some are ancient and 
interesting to the clock man, though the total 
number is small. The greater part of the display 
concerns itself with cases, not works. There are 
numerous French watches with cases of silver, 
combinations of silver and brass, and silver with 
enamels. There are so many of these, all so gen- 
erally similar, that one is quickly sated unless he 
has a special interest in this subject. English 
watches follow and are similarly represented by 
an array of cases. 

There, in the room with the Townshend collec- 
tion, we find the rings. They start with the 
Egyptian rings, and many are just gold, without 
stones of any sort. The same might be said of 
the Etruscan, the Greek and the Roman rings, 
though with the latter the various quartz in- 
taglios become more numerous. In the cases above 
the rows of rings are rows of scent bottles and 
perfume cases, which give a little color and varie- 
ty to the hall. 

After the Roman rings, come the Early Chris- 
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tian rings, inscribed with symbols with which we 
are familiar. The Byzantine rings precede the 
Early Teutonic rings of the 6th to the 11th Cen- 
turies, which are followed by more attractive and 
showy Medieval decorative rings of the 12th to 
15th Centuries. In 16th Century rings we begin 
to find table-cut diamonds and some odd forms 
that look like octahedra, mounted sideways with 
a flat face cut along what would be the dodeca- 
hedron edge to make a small table of a primitive 
sort. These are the earliest diamonds in the ring 
collection; they are mounted in boxes so that one 
cannot really see if they are the truncated octa- 
hedra they seem to be. Rubies and emeralds also 
now begin to appear in rings. There are two 
large sapphires that we note especially, rectangu- 
larly elongated stones of appreciable size, all 
covered over with little triangular facets. One is 
blue, the other white; they look like Ceylon stones. 
They show that the rose-cut was not limited to 
diamonds, nor to round stones. 

Following these early rings we come to a small 
selection of rings that are much like those with 
which we are currently familiar, the rings of the 
18th and 19th Century and for which we need not 
go to see a museum. There is little need for this 
type of ring in a museum, for so many of today’s 
rings exist only to hold a stone. There are some 


special classes of rings almost impossible to date 
because they are traditional and functional and 
change little through the centuries. Peasant and 
papal rings are part of this group, as are love 
rings, friendship rings, signet rings and seals, 
mourning rings with paints and hairwork under 
glass, and portrait rings. 

There are some cases of iron jewelry, a vogue 
in Berlin in the 1815 to 1825 period, fancy shoe 
buckles of cut steel, and a selection of primitive 
prayer and charm rings. Gemologically these are 
the most interesting of all, for they contain sev- 
eral strange objects. Among them are wolf teeth 
and toadstones. The latter actually are fossil 
shark’s teeth, but in Medieval times they were 
thought to be carried in the head of a toad and 
were considered capable of detecting poisons, cur- 
ing kidney disease, and protecting new-born in- 
fants. Zaag 


JC-K is a friend to most of the outstand- 
ing jewelers in the country—like your- 
self! If you have a friend in the jewelry 
business who is not fortunate enough to 
receive JC-K, please pass it on after you’ve 
finished reading it. Your friend will thank 
you for it. 





ROTARY BUTTONS (14 KARAT GOLD) 


Here’s a part of our exten- 
sive collection of fine qual- 
ity Rotary Club jewelry in 
l¢K gold. Since Rotary 
Clubs change presidents in 
June, your customers will 
be particularly interested in 
our excellent assortment of 
Past President presentation 


buttons. 


\Wrerrertine Berry & Co. 


sociegrTty 


MEMBER AMERICAN oekM 


THE NAME THAT MEANS 


Sine Cmnblematic Sewelry 


S ROSE STREET, NEWARK 8, N. J. 
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NEW? 


NEW! 


NEW! 


gag 
ce On id 


flatware 


stays bright 
and beautiful 


WITHOUT 
POLISHING 


Now ...a new bonded protectant 


keeps the golden beauty of Dirilyte 
flatware sparkling through hundreds 
of times in use. Backed by a one-year 
warranty! Advertised nationally. This 
is what women have been waiting for... 
and it’s exclusive with Dirilyte. You 
can profit by stocking the new Dirilyte. 
Write for complete information 


DIRILYTE COMPANY OF AMERICA, INC. 
1142 South Main Street * Kokomo, Indiana 

















PEARLS, PEARLS, PEARLS 
(continued from page 63) 


Necklaces will be very long: 12-strand twists of 
tiny pearls, all-white or combined with treated 
blues and blacks; bibs, five-strand or less; long 
ropes; two and three-strand-chokers, inspired by 
Jackie Kennedy; one very long necklace with a 
pendant or a tassel at the end. 

Cultured pearls combine with colored stones 
and beads in the new color palette for summer. 
Turquoise, Jade, green onyx are ebviously styles 
for ’°61. Twists of braided cultured pearls get a 
color accent from a strand of imitation cabochon 
rubies or sapphires discreetly interwoven with 
the white pearls. 

Earrings are huge. The mabe will be revived, 
as long as it is available. Huge drops, baroque 
or the wonderful South Sea pear shapes, are 
highly complementary earrings for the shorter 
haircombs. 

Rings rise to new heights—in depth, size and 
sales. 

The department and specialty stores have al- 
ways merchandised baroques like costume jewel- 
ry, and have already been appreciatively pushing 
them in newspaper ads and store windows. The 
jeweler must keep pace. He should take his cue 
from the department store buyer, and sell 
baroques as the fine costume jewelry accessories 
they are. Zea 





The Man Behind the Designs 


To some people, crea- 
tivity is a profession, to 
others it is a hobby. To 
A. D’Alessandro, stylist 
of the designs on page 
68, creativity is both a 
profession and a hobby. 
For more than 30 years, 
Mr. D’Alessandro has eee ae 
done free lance design work in jewelry and 
other fields. In his spare time he does oil 
painting and jewelry craft work. He is also 
an accomplished cabinet maker, having 
constructed many fine pieces of furniture 
for his home. Mr. D’Alessandro studied 
design at the Mechanics Institute in New 
York, later took lettering at the New York 
Trade School. His work has been pur- 
chased by many firms and individuals both 
in the U. S. and abroad. Among those 
wearing D’Alessandro-designed jewelry is 
the Duchess of Windsor. Now an instruc- 
tor at his alma mater, the Mechanics Insti- 
tute, Mr. D’Alessandro acts as a design 
consultant while maintaining a studio at 
74 W. 46th St., New York. 
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CULTURED PEARLS 
—SUPPLY AND DEMAND 


Condensed from a letter to the editors of THE JEWEL- 
ERS’ CIRCULAR-KEYSTONE from Sidney A. Weiss, president 
of Imperial Pearl Syndicate, Inc., the following para- 
graphs throw further light on the cultured pearl situation. 


The upward trend of cultured pearl prices in 
Japan continues this year. Ten billion yen of cul- 
tured pearls were exported in 1960, amounting 
in dollars to more than $29,500,000. This is three 
times the amount exported in 1955. 

The very sharp cost increases this year are the 
result of two important facts. First, the Japanese 
today have a very active world market for their 
cultured pearls. 

In 1955, exports to the United States were 59.1 
per cent of total Japanese exports. In 1960, our 
market took 47.5 per cent of the total exports, 
despite the fact that in the same period exports 
to the U. S. went from almost $6,000,000 to 
$14,000,000. 

However, in the same period, the exports to 
Kurope rose from $2,750,000 to over $11,000,000. 
In the same five-year span, Japanese exports to 
areas other than the United States and Europe 
went from $1,333,333 to $4,333,333. 


The world market (other than the U.S.) today 
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is paying very high prices for cultured pearls. 
Since it now takes over half the Japanese ex- 
ports, this raises general market prices. 

Also responsible for the high market costs of 
cultured pearls this year are the two natural 
disasters of 1959—the typhoon in the Ago Bay 
area and the tidal wave resulting from the earth- 
quake which centered in Chile. 

The Ago Bay area produces 80 to 90 per cent 
of pearls in the 314 to 534 mm. size range. The 
two disasters mentioned washed out to sea the 
oysters which were seeded in the winter of 1958- 
59 and the spring of 1959. The oysters which 
were seeded after the tidal wave will not produce 
usable pearls until 1962. As a result, prices of 
pearls under 534, mm. have doubled in Japan. 

Since about two-thirds of a standard graduated 
necklace uses pearls of this size, the prices of 
necklaces of this type have gone up as much as 
60 per cent—and this is the most popular promo- 
tional item in the cultured pear! field. 

Also, uniform chokers in the small size pearls 
have almost doubled in price. This means that 
for the balance of 1961 jewelers can expect to 
pay considerably more for the lowest price cul- 
tured pear] items in order to obtain the same 
quality as in previous years. 

By the spring of 1962 we expect this condition 
to be corrected by the new harvest. 








ALLIGATOR BRIEF CLIPS 


by 
...-combine the ultimate in luxurious quality with unusual prac- 
ticality. These compact, thin, slim billfolds have double safety 


clips to hold bills securely, to release them quickly. 


12K gold-filled top and bottom edging, signet placque for 


$20 retail 


Your authorized Anson distributor will show you the complete 
line of Anson brief clips for men and women, from $5.00 


personalized engraving. 





uith charm 


by Dither 


all 50 States...and D.C., too 
A “natural” for the ever-increasing 
travel market. Designed to win instant 
acceptance from your customers and 
to provide a steady source of year 
‘round profits. In sterling or 14K gold 
... through selected wholesalers only. 


ACTUAL SIZE 


J. M. FISHER CO. Since 1879 Attleboro, Mass. 


RLD’S LARGEST 


Only Racine offers the world’s greatest 
| variety of chronographs and timers to 
meet all the needs of sports and indus- 
try. When you sell the profitable Racine 


line you can be sure to satisfy specific 
* needs of your customers. Available from 
f your local wholesaler. Write for cata- 
log of these Racine brands; Galco, Gallet, 
Guinand, Security... famous since 1870. 


Jules 


& Company, Inc. 
20 West 47 ST., N.Y.C. JUdson 2-0768 
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CREDIT MEN SHOULD SELL 
(continued from page 59) 


sell higher terms in order to open the door to an 
acceptable increase in the sale. 

And he should suggest terms in a positive 
fashion: 

“Mr. Jones, I think this would work out well at, 
say, $25...$30...or $35 a month...” 

The interviewer should go up in his suggested 
figures, not down. If he does this slowly and care- 
fully, most people will respond to an increase in 
money, though they will often stop him before 
he can suggest a higher figure. 

At any rate, with the interviewer suggesting 
$30 a month or perhaps $35, it is unlikely the 
customer will offer him $5. In quoting $35 he is 
trving to move the customer to agree to $20 a 
month, because on these terms the door is open to 
raise the sale to the desired $300. 

At this point, the customer Is given a payment 
book, or a duplicate sales slip, and he is taken back 
to the salesman who made the original trans- 
action. The original sale, of course, has been now 
finalized, even if the effort to obtain an increased 
sale is not successful. There is some chance that 
the first sale may be jeopardized by careless 
“comparison” selling techniques, but the danger 
of losing both the second sale and also the first 
are in practice quite remote. 

Now is the time for the credit interviewer to 
indicate to the salesman the “credit line,” i.e., 
the amount of credit which may be extended. 
Various codes are used. One popular method is 
based upon the fact that in the jewelry industry 
1 “line” represents $50. A simple, but effective 
method of communication is for the credit man 
to tell the sales person, “Will you please take 
care of Mrs. Brown’s ring for delivery and when 
you are through please telephone Mr. Smith on 
line 6.” 

“Line 6” indicates $300 based upon $50 a line, 
and the word “line” can be interjected in any 
conversational phrase that is desired. This now 
indicates that from a credit standpoint you have 
approved a purchase in the amount of $300, 
though in some cases the terms have not been ar- 
ranged. The foregoing remark advises the sales- 
man of the customer’s credit qualifications. 

An excellent method in closing a sale such as 
this is to make a terms gesture, which is an ex- 
tremely powerful selling weapon. For instance, 
after selling the idea of a better set of rings, the 
salesman may still find a certain amount of re- 
sistance. He can then tell the credit employee 
who is still nearby: “Mrs. Brown would like 
these rings, I know, but what terms could you 
arrange if she does select this more beautiful set, 
etc., etc., etc. ?”’ 
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The credit interviewer picks up his cue and in 
a somewhat theatrical manner says something 
like this: “Mrs. Brown, you have had an excellent 
account with us,” or, ‘““We are so pleased you like 
our new design,” or “The advertising we will 
obtain by your wearing this set,” etc., etc.; “there- 
fore, by all means have the better set and we will 
keep your terms absolutely the same.” 

[t is vital to recognize that this closing effort 
can be throughly wasted if badly timed or if the 
gesture is inadequate to the occasion. A subtle 
combination of “creating a desire to own” coupled 
with an elimination of the concern of a greater 
financial outlay is frequently sufficient. A pro- 
perly operating team can easily raise 40 per cent 
of all wedding sets or at least add other items to 
the sale, such as the groom’s wedding ring, a gift 
for the bride, gifts for bridesmaids, the best man, 
etc. 

This technique applies to most other items in 
the store, especially rings and watches, which 
can frequently be raised into higher priced units. 
The same combined effort is also applicable to 
the sale of silverware and china, as there are 
always additional pieces or more place services 
that can be sold. Every credit jewelry store 
should train its personnel in this technique in 
order to develop the greatest possible revenue. 

Because promotional merchandise is sold on 


a small margin of profit, sales personnel on the 
floor make every effort to convert promotion- 
caused traffic into jewelry buyers. But clerks 
often fail to do this. Therefore many customers 
visit the credit department to open, add on or 
reopen an account, having bought only promo- 
tional merchandise. 

Here, too, a properly trained credit interviewer 
can create and develop business! Once he estab- 
lishes cordial relationship with the customer, he 
becomes a friend and confidante and is in position 
to make a number of suggestions. 

Some stores promote ladies’ diamond watches 
for a certain period of time, then switch to men’s 
watches, followed perhaps by pearls, wedding 
sets, ladies’ and gentlemen’s dress rings, or fringe 
items such as cuff links, earrings, bracelets, and 
diamond drops. 

With their constant, friendly exposure to cus- 
tomers, your credit personnel have dozens of op- 
portunities each day to sell. They can take full 
advantage of these opportunities if they are pro- 
perly trained. No store can afford to neglect in- 
stigating—and then constantly supervising— 
this type of selling effort by the credit depart- 
ment. Zan 


Would you like a reprint of this article? You 
may have one if you write: JC-K, Chestnut & 
56th Sts., Philadelphia, Pa. 





The 
Original, = 
Still 
Finest 


ASSORTED ON 
DISPLAY CARD 


Retail 00 
$84.65 $7 8 Key 
FILL-INS SOLD IN 
ANY QUANTITY 





WAlnut 2-2356 


Copyright 1960 Admark 
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_“AMURRA”’ — Order No. 284 


an ; )E as )) = re - Dd | | M4 a 


10K White or Yellow G.F. $10.00 Key 


10K White or Yellow G.F. $11.00 Key 





“TAIA” — Order No. 256 10K Yellow G.F. Only $12.00 Key 


SCARAB WATC 


This colorful and exciting bracelet-watch attachment is fast becoming a sales- 
leader wherever shown! Scarab originals by Admark are often copied, but 
never equalled. Superbly crafted with first quality European semi-precious 
stones and hand-soldered links. Admark alone helps you 
build profitable scarab business with these promotional 
aids: the world’s largest scarab bracelet (32” long, 
valued at $1,000); newspaper mats; leaflets and display 
cards. Order now—for immediate delivery! 


hee 


714 SANSOM STREET, PHILADELPHIA 6, PA 


ATTACHMENTS 
BY ADMARK 


The most comprehensive 
selection of scarab 
jewelry in America, in 
4 Kt. Gold, 12 Kt. Gold- 
filled or Sterling. 

disc jewelry, oney 
Clips and idents. Write 
for Catalog today! 











IN 14 KT. 
AND 18 KT. GOLD 
 « AND PRECIOUS GEM 
~ JEWELRY FOR MORE 
”. THAN 50 YEARS. 


Inquiries Invited 


LIPSABHACHRETIURINWS NECKLACES CHA 
=1 a £4 Ne! CKLACE S CHARMS CLIPS 
pe » GEO. SCHULER & CO., 
: ' 520 Bedford Road, 
: Pleasantville, N. Y. 
oo 
BROOCHES c N. Y. Sales Office 
“AR CLIPS BR 


SPACE LETS 2 515 Madison Avenue IPS 


RINGS NECKLACES CHARMS CLIPS BROOCHES 


't ACES CHARI Ciis SA ¢ 
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HIS and XS 
by SEA-LINER 


Two for the money 

Two for show 

Priced right, smartly styled 
These will make your 
profit grow. 

Just two from a wide 
assortment of self winding, 
waterproof sport and 
diamond watches. 

Do yourself two good turns 
today and write for further 
information and price list. 


SEA- LINEB WATCH CO. 


31 WEST 47th ST. © NEW YORK 36, N.Y. © COlumbus 5-6920 
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SELL THE “DECORATOR” 

(continued from page 84) 

for the more expensive models from corporations, 
for hall and foyer decoration, and from individual 
executives for their private offices. ““Executives 
no longer have the staid, conservative decor in 
their offices they had in former years,” Bailey, 
Banks & Biddle’s William Blair observes. 

It’s important to study the home furnishings 
magazines if one would sell clocks and other items 
of interior decor. 

“The jeweler has got to read magazines like 
House and Garden and House Beautiful to be up 
on what interior decorators and furniture people 
are doing,” says Alan Magary, sales manager 
for Seth Thomas. “‘He’s got to realize that he 
must be an authority on household as well as per- 
sonal adornment. To sell clocks like these (dec- 
orator clocks), the jeweler should have a genuine 
interest in his customers’ homes and their fur- 
nishings. When he finds out the type of furnish- 
ings in his customer’s home, he can not only sug- 
gest the proper clock; he will also be in a better 
position to suggest the sterling, china and other 
decorative household furnishings most likely to 
meet his customer’s needs.”’ 

Some jewelers whom we contacted (those who 
sold few or no decorator clocks) expressed dis- 
dain for what one called the “zombie-type” clocks 
—the large, flashy models making considerable 
use of brass or gilt. 

On the other hand, Jack Armstrong of Pueblo 
points out that “people today will buy without 
hesitation huge clocks which would have been 
considered far too showy in the past. We sell 
big, elaborate clock styles because they fill a 
definite need in today’s home—that of covering 
large expanses of plain walls in today’s mantle- 
less dwellings.” 


Take Some Home 


Most jewelers who have done well with decora- 
tor clocks reason that a clock in the home is worth 
two on a store display panel. They urge, or in 
many cases insist, that customers borrow clocks 
from the store and try them out on their own 
walls. One jeweler was emphatic on this point: 
“We won’t sell a clock except on approval.” 
Another remarked, “We insist that customers, 
especially doubtful ones, take clocks home on ap- 
proval, to be placed in the right surroundings. 
This is extremely important.” 

Almost all jewelers queried on their decorator 
clock sales agreed that adequate display was 
essential to high turnover. Peg boards are per- 
haps the most popular back drops, but some jewel- 
ers (White’s in New Orleans and Bailey, Banks 
& Biddle in Philadelphia for examples) spot dec- 
orator clocks throughout the stores on virtually 
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all wall space that is not serving any other pur- 
pose; this, of course, in addition to a concentrated 
display of many clocks. Bailey, Banks usually 
exhibits 15 to 18 decorator clocks in its show 
windows. “Our windows are better than any 
newspaper advertisements,” that store says. 

The bulkiness of decorator clocks has caused 
some jewelers with limited space to shy away 
from them. Certainly size does present problems 
in display, because, as one manufacturer pointed 
out: “People will not buy these clocks unless they 
have a wide selection from which to choose. It’s 
like buying a suit of clothes... you want variety.” 

Ingenuity can usually come to the rescue, how- 
ever. Rare is the jewelry store with no free wall 
space. Stair wells are a popular location for dec- 
orator clocks, as are the areas immediately 
around windows. Free-standing, room divider- 
type walls of pegboard can also be utilized. One 
of the cleverest devices is a series of sliding wall 
panels, three deep, devised by Woods Jewelers of 
Wichita, Kans. The front panels can be moved 
aside to reveal those in the rear, trebling the dis- 
play area of a single wall. 

Standard electric, cordless electric (battery 
operated) and key wound decorator clocks all 
have their champions among retail jewelers. 
Those who concentrate on standard electric mod- 
els point out that they are relatively fool-proof, 


accurate and easily serviced. On the other hand, 
some wave the flag for battery and key wound 
clocks, stressing the decorative advantage of 
lack of an “unsightly” cord (electrical outlets 
can be installed immediately behind a clock, per- 
mitted an extremely short cord covered by the 
clock itself). 

Decorator clocks retail for as low as $9 and 
range up to $200; a majority of clocks sold seem 
to fall into the $20 to $60 bracket. No case can 
be made for “conservative design” vs. “bizarre 
design ;” each seems to have an appeal that crosses 
economic and social lines. A certain amount of 
safe guessing may be done by the jeweler, how- 
ever. In a strongly traditionalist city like Boston, 
conservative designs lead in public favor, while 
in bustling Los Angeles modernism is in the 
ascendancy. 

Once again, the jeweler’s best bet is to keep up 
to date on developments in interior decoration, 
both nationally and in his own locality. Then he 
can sell the merchandise best adapted to the homes 
of his customers. And, most importantly, he will 
be able to tell his customers why it is best for 
their homes. i oe 


A reprint of the preceding article is available. 
If you wish a copy, write: JC-K, 56th and Chest- 
nut Sts., Philadelphia, Pa. 
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COLORFUL CONTRASTS! 


Colored gems of peerless 
quality provide contrast 
to diamond highlights in 
these bracelets, pins and 
guard rings. Ask us to 
consign a selection of 
combination-stones jew- 
elry for your review. Our 
collection is matchless! 


Juergen ¢ Andersen la 


55 EAST WASHINGTON STREET, 
CHICAGO 2, ILLINOIS 





TABLE TOP FASHIONS 


Gently informal is the way Doulton describes 
“Greenbrier” in English translucent china. A 
random motif in soft green and beige accents 
white coupe shape. $9.95, five-piece place setting. 
Doulton & Co., 11 E. 26th St., New York. 


A rose is a rose Is a rose—and this one is blue. 
“Blue Heaven” has blue roses clustered on 
shoulder of verge, accenting swirled border. 
$7.95 for the five-piece place setting. Jackson 
Internationale, 225 Fifth Ave., New York. 


New “Shasta Daisy” in Lenoxware has a 
wreath of white daisies with accent yellow cen- 
ters, green leaves and stems on ivory translucent 
background. Service for 8, $49.95. Lenox Plastics, 
Inc., 4417 Oleatha Ave., St. Louis. 
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Relish or jam jar from the very new pink Four 
Leaf Clover collection is hand painted under glaze 
with gay, fresh, appealing casual design. Retail 
is $1.60. From Geo. Zoltan Lefton Co., 1555 
Merchandise Mart, Chicago. 
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Delicate turquoise garland, accented with pale 
pink and yellow roses, platinum edgeline on fluted 
rim coupe decorate “Sweetheart,” new Silhouette 
pattern. Five-piece place setting, $15.95. From 
Syracuse China, Syracuse 1, N. Y. 


Answering demand for Far Eastern motifs are 
laminated Thailand tea trays made in Japan. 
Available in assortment of 30 pieces are 11-inch, 
retailing at $1.98; 14-inch, $3.50; 18-inch, $5. 
Geo. Borgfeldt Corp., 1107 Broadway, New York. 
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DIKGINEMIAZ 


#757/A Approx. $6.50 retail 


The classic patterns of Silver City sterling or 
22k gold on crystal augment the dignity of 
the finest stores in which they are shown. 
Yet their striking beauty and variety make them 
the ideal gift suggestion for every occasion. 


Guaranteed non-tarnish, chip resistant. 


SEE iT AT: 


CHRISTMAS IN JULY MARKET 
Room 2311, New Dallas Trade Mart, Dallas, Tex., July 2-5 
S.J.T.A — SOUTHERN JEWELRY SHOW 
Room 302, Henry Grady Hotel, Atlanta, Ga., July 16-19 
CALIFORNIA GIFT SHOW 
Room 2341, Biltmore Hotel, Los Angeles, Cal., July 23-28 
CHICAGO GIFT SHOW 
Spaces 109 & 110, Illinois Room, LaSalle Hote! Chicago, 
SILVER CITY GLASS CoO., INC., MERIDEN, CONN. 


Illinois —— July 30 - Aug. 10 
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TABLE TOP FASHIONS 


Dessert plates and after dinner cups and 
saucers are now available to match the “Golden 
Honeycomb on sage green rim” Spode bone china. 
Dessert plates, $168 dozen; cups and saucers, 
$159 dozen. Copeland & Thompson, 206 Fifth 
Ave., New York. 


‘“‘Ruska” is handsome new stoneware by Arabia 
of Finland that is featured in the Lunning col- 
lection of Scandinavian. In warm brown finish, 
5-piece place setting, $8.50. Covered dish, $9.75. 
From Frederik Lunning, 225 Fifth Ave., New 
York. 


Starkly white china in contemporary shape is 
set off by palladium bands in “Pilgrim,” Pasco 
Bavarian china by Lorenz Hutschenreuther. 5- 
piece place setting, with 1034 in. plate, $15.50. 
Paul A. Straub & Co., 19 E. 26th St., New York. 
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Soft shades of beige, yellow-green and white 
ornament, solid ripe apricot background of 
‘“Shepherd’s Purse,” cook - bake -’n-serve true 
china. A 16-piece starter set retails for $18.95. 
From Iroquois China Co., Syracuse 9, New York. 


Color and shape fashion an effective “Orsay,” in 
Charles Ahrenfeldt French Limoges that has a 
wide band of pale blue framed in gold, with scal- 
loped edge embossed. $23, 5-piece place setting. 
Herman C. Kupper, 39 W. 23rd St., New York. 


Fluted like warm traditional patterns, yet an 
unadorned contemporary shape, is the highly 
flexible platinum-trimmed “Platina,” new Fran- 
ciscan pattern. 5-piece place setting, $17.95. 
From Gladding McBean, Los Angeles. 
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APACTFIC. 


SILVERCLOTH! 


After you sell the silver, sell the wrap! 
You get extra profits with practically no 
extra effort! That’s because Pacific Silver- 
cloth is so well known. Your customers are 
pre-sold by Pacific’s national advertising. They 
know Pacific Silvercloth provides positive pro- 
tection against tarnishing. You see, tiny particles 
of silver are embedded in Pacific Silvercloth to 
trap the gases that dull precious silver. Tar- 
nishing just can’t happen! _) Brighten your 
sales picture with Pacific Silvercloth in 
wraps, rolls, bags, chests and by-the- 
yard! And use it to keep the silver 
in your shop gleaming, too! 


WAMSUTTA / PACIFIC INDUSTRIAL DIVISION, 1430 Broadway, New York 18, N. Y. 
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MAY 14-19 
HOTEL 
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WASHINGTON 
GIFT SHOW 


JULY 23-26 
\ HOTEL WILLARD 
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TRADE SHOW 
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NEW YORK CHINA a 
AND GLASS SHOW 
JUNE 11-16 | 
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i NEW YORKER 
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NEW YORK LAMP & 

HOME FURNISHING 

ACCESSORIES SHOW 
JUNE 25-30 
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CHICAGO GIFT SHOW 


JULY 30O- 
AUGUST 10 


LA SALLE HOTEL 
AND PALMER HOUSE 
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GIFT SHOW 
SEPTEMBER 3-7 
HOTEL STATLER AND 





FIRST CORPS CADET ARMORY 





PHILADELPHIA 
GIFT SHOW 


SEPTEMBER 
% 24-27 
Day) HOTEL 
whit BENJAMIN 


FRANKLIN 
NEW YORK 1, 








N.Y. 


FOR FURTHER INFORMATION, WRITE: 220 FIFTH AVENUE, 
89 





SERVICE 


Spode 


INE ENGLISH 


DINNERWARE 


A bit of England in the 
USA, Spode offers you the 
best of both — meticulous 
care combined with speed! 
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wholesale distributors: COPELAND & THOMPSON, INC. 206 FirtH ave., N.Y. ! 











SELL MORE 
GIFT ITEMS 


You can RENT a 


Write for details KINGSLEY for 21¢ a day 
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DO liaa Flac CIEL Elaceeclilemmciacs 


by Jerry Gewirtz 
JC-K Fashions and Gifts Editor 


Imaginative Table Settings 
Bring in Bridal Business 


® ONCE AGAIN, “June is bustin’ out all over,”’ 
with its open-ended gift opportunities in the 
brides’ market. 

Chances are, if you are a registry store, most 
of the selections have been made by this date. 
If not, then this is the most suitable time to let 
the bride’s gift-giving friends and relatives be 
reminded that you are the best source for that 
all-important gift. 

Over and above the more usual advertising and 
promotional avenues, there are many subtle and 
effective ways of wooing this business. One such 
thoroughfare was selected by The Gorham Co., 
which, in collaboration with the National Society 
of Interior Designers, presented a group of 


“Tables for Bridal Events” featuring 14 differ- 
ent table settings created by NSID members. 
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NATIONALLY ADVERTISED 


ee CHINA 


One of Europes Dinest 


PI NK-A Theme To Sell By 


It’s a Pink Spring! Pink is the fashion 

color of the season, and here are four 
FRANCONIA CHINA dinnerware patterns in 
the pink. Feature them, and make it a 

policy to display and sell by theme: Platinum, 
Gold, Blue, Green — any color; florals; 
modern or traditional designs; center motifs; 
rim designs; shapes; coordinated 


china and glass. 


Related groupings have sales impact, 

and impress your customers with the variety 
of china patterns in lovely translucent 
FRANCONIA CHINA and COM- 

PANION CRYSTAL 


(in 7 sizes). 


Top to Bottom: 


ROSALIE: 5 pc Place Setting $13.95 
DELPHINE Glass $2.15 each retail 


FASCINATION: 5 pc Place Setting $9.95 
FASCINATION Glass $2.15 each retail 


FRANCONIA ROSE: 5 pc Place Setting 
$11.95; ATHENA Glass $2.25 each retail 


BOUQUET: 5 pc Place Setting $9.95; 
SILVER CROWN Glass $2.25 each retail. 
Write for illustrated leaflets listing 
open-stock pieces 


elite me elala-t 


You are invited to visit our spacious showroom at: HERMAN C. KUPPER,INC., 39 West 23rd St., New York, N.Y. 
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1961 figures show Lenox Giftware sales at an all time high. 
Take advantage of the industry's fastest growing giftware line. 
Lenox Giftware is highly profitable because it is pre-sold! 


LENOX CHINA 


GIF TWARE 


This year, Lenox Giftware advertisements are appearing in 
leading magazines which reach over 77 million readers—a 
figure equal to 85% of the female population of the U.S.A. 


— 


Doe! 














This approach is easily duplicated at the local 
level. There is no reason why the jeweler could 
not invite one of the outstanding decorators (or 
several of them) to create attractive, eye-catch- 
ing tables. The event could be announced through 
a special guest list, consisting of women’s edi- 
tors, brides-to-be and their families. Follow-up 
newspaper publicity and advertising would cer- 
tainly invite interested and prospective gift buy- 
ers. 

The promotion could be carried one step fur- 
ther by the more enterprising merchant who de- 
sires to really win the devotion of his lady cus- 
tomers. He could offer a series of tables for differ- 
ent kinds of wedding receptions and then suggest 
menus for each. One way of initiating such a pro- 
motional event would be to invite special guests 
and the press to a champagne brunch or “bridal 
luncheon” and serve the recommended menu. 
Costly? Not really, in terms of the possible re- 
turn. 

June offers still another signpost for sales. 
It’s the start of summer, of weekends in the coun- 
try, of parties on the patio. 

America begins to relax on Decoration Day, 
but sales need not! Casual doesn’t mean careless, 
and this summer’s table accoutrements are color- 
ful, exciting and easy enough to show and use. 

Hostesses and their guests are always on the 
lookout for the unusual. But if they’re going to 
reach for a set of colored tumblers, a service 
of casual earthenware or gay casseroles for a 
cook-out they’ll have to see them first to think 
buying. 

A party on the patio becomes a reality when a 
woman passing the front of the store sees an at- 
tractive, novel, fresh table set-up. She may buy 
for herself, or as a gift for the weekend to come. 

Ideas for such table arrangements are plenti- 
ful. If you find you can’t come up with any, just 
check any one of the china, glass or flatware 
manufacturers. They have cabinets full of sug- 
gested table arrangements and usually photos of 
them for you to follow. 

Pick a popular color like apricot, green or yel- 
low and build a table arrangement around this 
color alone. 

Fourth of July? This is the year for Early 
American. Just ask your suppliers for ideas and 
put a little cannon in the middle of such a table 
set-up and the sales shot will be heard ’round the 
whole neighborhood. (A flag in the back of such 
a window would be a real sales-raising prop.) 

Take one of the new contemporary casseroles 
in the marvelous burnt orange color, and show 
it on a barbecue to suggest a patio party when the 
sun goes down. Call it your “sunset promotion” 
to celebrate the new color. Customers will prob- 
ably want to buy the barbecue as well. 
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More than 1,500,000 “‘girls-in-a-million” will have wed- 
dings this year! Just think... this is a multi-million dol- 
lar opportunity to sell top-quality Gibson Wedding Books, 
designed for discriminating brides. To help you reach 
this lucrative market, The C. R. Gibson Company adver- 
tises in each issue of Bride’s Magazine — which brides- 
to-be and their relatives and friends use as a shopping 
guide. Why not take advantage of this by stocking a com- 
plete line of Gibson record books for brides. Send today 
for complete praduct information ... it’s essential read- 
ing for greater profits. 


| 
I 


SELLING HINTS: Sell the convenience of 
Gibson Wedding Record Books ... the gift 
identification section (makes writing 
“Thank You” notes easier, avoids embar- 
rassing mixups). Has space for guest lists, 
mementos of engagement, wedding cere- 
mony, honeymoon, first home, etc. Suggest 
to the bride-to-be that Gibson Wedding 
Record Books make wonderful presents for 
her newly engaged girl friends. Let her 
browse through your Gibson catalog, too! 
Any item you don’t stock can be quickly 
ordered by mail. 


Gibson Memory Books...don’t. forget! 


~ 
CX Gibson 


COMPANY 
NORWALK, CONNECTICUT 


Showrooms at 225 Fifth Avenue. New York City 
and The Dallas Trade Mart, Dalias. Texas 


THE MOST COMPLETE LINE OF MEMORY BOOKS IN THE WORLD! 
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NEW 
in English Translucent China— 
‘Rose Elegans”’ 


in Mnéiieh Bone China— 
“Cotillion” 


“sil 
rat 


+3 


in Character Jugs—‘“‘Old Salt”? 


Tempt and persuade your customers with our exciting 
collection of new creations for 1961. The name Royal 
Doulton will bring you profit opportunities difficult to 


match. Why try? ia, 


Roval Doulton & 


Doulton and Co., Inc., 11 E. 26th St., New York 10, N.Y 


94 


However you do it, get the goods out where 
they can be seen. Your prospective buyer will 
reach for a set of packaged tumblers instead of 
a package of sweets once she knows about them. 


HE NEW YORK CHINA & GLASS SHOW comes 

June 11-16 at the Hotel New Yorker. Special 
arrangements have been made with the hotel for 
a block of sleeping rooms, all air conditioned, to 
be set aside at the special rates of $9 a single, 
$13 a double, $15 twin bed. 


RODEGAARD BROCHURE: R. F. Brodegaard Co., 

Inc., 225 Fifth Ave., New York, has just 
issued a comprehensive new 1961 catalog illus- 
trating its complete line of stemware, artware 
and living room accessories imported from 
Sweden. 

The New York importers will continue business 
as usual after the sudden death of the president 
of the company, R. F. Brodegaard. Mr. Brode- 
gaard had visited Sweden last year to arrange 
for import requirements for the current vear. 
The present staff will be maintained and Jean- 
nette Brodegaard, the former owner’s widow, 
will resume an active interest in the business. 


EW AND ENLARGED: Anchor Hocking Glass 

Corp., Lancaster, Ohio, announced the re- 
moval of its Cincinnati Tableware Division dis- 
play and sales office to more modern quarters at 
1501 Madison Rd., Cincinnati. 

Foreign Advisory Service Corp. held a press 
party to celebrate the company’s newly enlarged 
New York showroom at 225 Fifth Ave. The event 
also included a preview of a display of imported 
Fasc pieces for home decorating. 


HOW NEWS: Two trade shows to come, both 
handled by George Little Management, Inc., 
are on the immediate agenda. 

The New York Stationery Show will be held 
May 14-19 at the Hotel New Yorker, with over 
350 firms exhibiting. 

The New York Lamp & Home Furnishing Ac- 
cessories Show celebates its 50th market during 
the week of June 25-30, at the Hotel New Yorker 
and Trade Show Bldg. 


ISHER-BRUCE PARTY: Fisher-Bruce, with of- 

fices in Philadelphia and New York, held an 
open house for the press to show the enlarged 
New York showroom at 225 Fifth Ave. Brightly 
illuminated and set up so the china and imported 
Swedish crystal is displayed to most effective 
advantage, the new quarters are decorated in 
contemporary furnishings. i om 
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Figure faster, 


easier with the 
*K 


DELUXE 
ADDING MACHINE 
with 
“LIVE” 


KEYBOARD! 


You Can Save Up to 50% Hand Motion and Effort 
with the Exclusive National Live Keyboard* 


Every amount key operates the motor. So you can forget 
the Motor Bar! No more back-and-forth hand motion from 
keys to Motor Bar. Think of the time and effort this feature, 
alone, saves! 

All amount keys are instantly adjustable to each oper- 
ators preferred touch! No wonder operators are so enthu- 
siastic about the National De Luxe Adding Machine. They 
do their work faster—with up to 50% less effort! 

Only National has 14 time- and money-saving features: 
“Live” Keyboard and Adjustable keytouch are just two of 
14 time- and ettort-saving features which vou get on the 
National De Luxe Adding Machine. Your local National 
representative will be glad to tell you about all 14 features 
and give you a demonstration, without obligation. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


Your business, too, can benefit from the many time- and 
money-saving features of a National Adding Machine. Nationals 
pay for themselves quickly through savings, then continue to 
return you a regular vearly profit. See a demonstration on your 
own work. Call nearest National branch ofhice or dealer. See 


phone book yellow pages. 


*TRADE MARK REG. VU. S. PAT. OFF. 


MNattonal * 
ADDING MACHINES 
CASH REGISTERS * ACCOUNTING MACHINES 


ELECTRONIC DATA PROCESSING 
wcr PAPER (No Carson Requiren) 


1039 OFFICES IN 121 COUNTRIES + 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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U. S. HOUSEWIVES MAY GAIN AN ACTIVE VOICE IN GOVERNMENT SOON. Both Congress and the 
White House have expressed concern over consumer interests. President 
Kennedy is planning an "Office of Consumer Counsel." A woman is expected 
to get the job. Proposals have been made in Congress for a "Department of 
Consumers" with Cabinet status and for a Senate committee for consumers. 


NON-SIGNER PROVISIONS OF IOWA'S FAIR TRADE LAW ARE UNCONSTITUTIONAL, the state 
Supreme court declared, in upholding a lower court decision permitting a 
discount house to sell watches below fair trade prices established by the 
manufacturer. The court ruled, in effect, that fair trade agreements with 
individual retailers are legal, but others who do not sign such contracts 
are not bound by such prices. 


A MINIMUM WAGE OF $1.25 PER HOUR MAY BE PASSED BY CONGRESS, but with less extended 
coverage than the Administration seeks. A Senate-House conference committee 
is expected to reach agreement along these lines, which would then stand a 
fair chance of approval by both houses. 


RETAIL JEWELRY STORE SALES IN JANUARY WERE DOWN 6 PER CENT from January of 1960, 
according to U. S. Department of Commerce figures, which are not adjusted 
for seasonal variations or trading day differences. 


HOW COMPANIES ARE DOING--Hamilton Watch Co.'s sales in 1960 increased to nearly 
$37.9 million compared with $31.1 million in 1959, although earnings dipped 
Slightly from $1.1 million to $1,052,195 .. . Schick Inc. had a net profit 
last year of $216,724 compared with $136,986 the year previous, with sales 
around the $22 million level both years .. . Ronson Corp. and its Sub- 
Sidiaries had a sales gain of 12 per cent in 1960, with profits up 30 per 
cent to $1,879,227 . . . Sessions Clock Co. had a net income last year of 
$409,630 on sales of $7.2 million, compared with income of $238,755 in 1959 
on sales of nearly $6 million .. . Kay Jewelry Stores, Inc. had earnings 
of $456,420 for the six months ended Dec. 3l, a decline of 68.5 per cent 
from the same period a year ago. 


AN "AT HOME" LOOK AT JEWELRY PRODUCTS FROM THROUGHOUT THE WORLD will be available 
at the U. S. World Trade Fair at the New York Coliseum May 3-13. The list 
of items on display includes: diamonds; jade, ivory and other oriental 
jewelry; Japanese cultured pearls; Italian jewelry; costume jewelry hand- 
made in England; and imported clocks and rare watches. 


BEST CUSTOMERS FOR NEW WATCHES AND JEWELRY ARE FOUND, as expected, in households 
in the upper income brackets, a recent study in Chicago substantiates. It 
also revealed that of the families Surveyed, those headed by adults in the 
55-54 age bracket bought about 60 per cent of the jewelry and watches 
purchased the previous year. 


DIAMOND SMUGGLERS ARE GREATEST ECONOMIC HEADACHE FOR SIERRA LEONE, newest African 
nation to gain sovereignty. If all stones mined were directed into legal 
channels, the country could enjoy a consistently favorable trade balance. 
Gem and industrial diamonds are its largest source of foreign exchange. 


TEN TONS OF RUSSIAN GOLD APPEARED IN PARIS LAST MONTH, causing speculation as to 
why the Soviets have re-entered the Western market. The $10 million worth 
is the first Russian gold on the European market since mid-1960. During 
a the Soviet Union exported some seven million ounces annually to 

urope. 


A NEW TYPE OF BALL BEARINGS TO REPLACE JEWELS IN WRISTWATCHES has been developed, 
the Financial Times of London reports. The "sub-miniature" size bearings 
are Shaped like pivots. Tests have shown their use could substantially 
increase the mechanical efficiency and life of watches, the paper said. 
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Only From Syroco 


a tremendous variety of 8-day and battery, decorative wall clocks 
in the most-wanted style categories...priced from $19.95 retail! 


JEWELRY FOR WALLS—that’s the best way to characterize and metals. Simple but precision-made battery movements 
these Syroco style-setters! Deep-dimensional cases offer un- use only a single flashlight battery, work accurately and depend- 
equalled eye appeal. Resplendent in their hand-applied, dec- ably for 12 to 24 months without a change. Movements are 
orator finishes, they’re a match even for your precious gems guaranteed for 1 year .. . WRITE FOR 1961 CLOCK CATALOG! 


No. 3884 BATTERY No. 3998 


205%" x 145%" BATTERY SHELF CLOCK 
ND 14” x 8%" No. 3983 BATTERY No. 3786 BATTERY 
: | M 1934’ x 15% No. 3787 8-DAY 34144" x 12%" 
0. 3981 AB or ND 25'' x 10%"" ND 
od x 7 MG or ND 


No. 4186 
BATTERY 
2914"' x 8" 
WAD, 

PD 

or TCD 











No. 4083 BATTERY 
414%" x 114%” 
WAD or PD 


. | No. 4190 8-DAY 


mY _%,. —___¥ No. 4082 BATTERY She 


oO" ——— MGD, WAD or P 34'’ x 16” 2214"' diam. 
MG or WAD - BD, TD or MGD B, WAD or MGD 


No. 4180 BATTERY 
b 30’ x 15’’ 
FG or VW 


: ™ J : No. 3984 BATTERY 
No. 3181 8-DAY Ty + hgaadeaaae , No. 3788 BATTERY MG or WD 
25'' diam. 7 MG or WD 2344''x 14% 
No. 3080 8-DAY No. 3280 8-DAY 22° diam. 
26" x 9” No. 3283 8-DAY 20" diam. : 


19’ diam. 
MG or WD MG or WD 





PERMANENT SHOWROOMS 


o 
FINISHES 225 FIFTH AVENUE 
MG METALGOLD WD WHITE dec. P PARCHMENT 1526 MERCHANDISE MART 
MGD METALGOLD dec. VW VENETIAN WHITE PD PARCHMENT dec. 
FG FLORENTINE GOLD 8D BLACK dec. TM TURQUOISE dec. 1011 FURNITURE MART 
N NUTMEG WAD WALNUT dec. TCD TERRA COTTA dec. 1036 HOME FURNISHINGS MART 
ND NUTMEG dec. a BLACK AB ANTIQUE BRASS HIGH POINT. .281 SOUTHERN FURNITURE EXPOSITION BLDG. 


SEATTLE PNW MART, 121 BOREN N. 


SYRACUSE ORNAMENTAL CO., INC. DEPT. J51 SYRACUSE 2, NEW YORK 








Scores Again With 
A Grand Slam Promotion! 


Free “‘Double Header” Offer 
That Clears All The Bases 


GRAND SLAM GRAND SLAM 


(). For Increased Sales and Profits 


‘| PILFER-PROOF 
: POINT-OF-SALE 
ron Tee Quatity — _. MERCHANDISE 
DISPLAY 














NEW $39.95 L} 
BASEBALL 
6 TRANSISTOR 
RADIO 





Free! with 9 Best-Seller 
Transistor Radio Assortment 


This eye-attracting, traffic stopping 
Toshiba point-of-sale merchandise 
display is yours absolutely free with a 





Free! with Every 100 Runs 
Scored On 14 Models 


Sensational “FREE BASEBALL 
RADIO OFFER!” Only a “Champion- 
ship Team” like Toshiba could produce 


Don't Wait! Act Now! 
Contact Your Toshiba 
Distributor Today 
For All the Details! 


this exclusive radio. Looks like a 
BASEBALL, feels like a BASEBALL, 
performs like an “All Star.’ A sure 
traffic stopper! It’s simple to “Play 
Ball” with Toshiba! Every radio has 
been assigned “EKarned Runs” .. . for 
every “100 Runs” you score you get 1 
TOSHIBA BASEBALL RADIO free 
(retail value $39.95). 


TOSHIBA DISTRIBUTORS SERVING THE JEWELRY TRADE 


TOLEDO JEWELRY SUP. GEO. T. TAPPER CO. RICHMOND JEWELERS 
Toledo, Ohio Utica, N. Y. Richmond, Pa. 
GORENFLO CO. ALPHA WATCH CO. 
Detroit, Michigan wana eee SUP. New York, N. Y. 
HARRY NEST CO. ars NEW JERSEY JEWELERS 
Detroit, Michigan GEORGE PHILLIPS CO. Newark, N. J. 
BALDWIN yg oe co. Scranton, Pa. oe os —- 
Indianapolis, Indiana Los Angeles, Calif. 
PRESENT COMPANY crema -~ a WERNER WHOLESALE JEWELERS 
Rochester, N. Y. ' ‘ Sacramento, Calif 
MEISKY’S 
Lancaster, Pa. 


9 best-seller assortment. Slim compact 
styling! Magnificent genuine Walnut 
sides. Pilfer-proof too! Plexi-glass 
front, and rear lock and key. Place this 
sales producing merchandise display 
on your counters and let it go to work 
for you. Remember .. . you get one 
free with your order of a best-seller 
Toshiba assortment of 9 radios. 











GULF COAST JEWELRY 
Mobile, Alabama 


CHAS. KOPPELL CO. 
Seattle, Washington 


SOMMERS & SOMMERS 
Atlanta, Ga. 


H. A. ELLIOT CO. 
Shelby, N. C. 


1. ALBERTS’ SONS, INC. 
Boston, Mass. 


SAGE DIST. CO. 
Wichita, Kansas 


J. H. GROSS 
Cleveland, Ohio 


MENSTER CO. 
Columbus, Ohio 


AG SCHWAB CO. 
Cincinnati, Ohio 


BIGGARD & CO. 
Pittsburgh, Pa 


Some Distributor Territories Available! Write for Information! 


BALL COMPANY 
Chicago, Ill. 

BALL COMPANY 

Los Angeles, Calif. 
S. H. CLAUSIN CO. 
Minneapolis, Minn. 
A. C. KUESEL 
Milwaukee, Wisc 
EISENSTADT MANUF. CO. 
St. Louis, Miss 
MEYER JEWELRY CO. 
Kansas City, Mo. 


RUDOLPH BROS. LYLES — DE GRAZ: ER 
Syracuse, N. Y. Dallas, Texas 


Exclusive U.S. Representative for Toshiba Transistor Radios 
TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N. Y. 


Canadian Distributor: Regal International Corp., 185 Van Horne, Montreal « All Prices Suggested List. Slightly Higher In Canada 
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BELOW: THE SYMBOL OF ETERNA*+ MA 


@eEterna Wate ., 19 


bic 
61 


You may be one of the select jewelers who can profit from 
Eterna:Matic’s “Plan To Dominate The Fine-Watch Market 
In Your City.” If so, Eterna-Matic will help you reach prime 
prospects: civic leaders, key families, customers who lead others 
to your store. Write today, to have our representative show 
you the extraordinary Eterna-Matic line. It leads the way... 


leads the world in self-winding watches. ETERNA::MATIE 


404 PARK AVENUE SOUTH, NEW YORK 16, N.Y. 
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NEW AGS OFFICERS: Darwin R. Neumeister, center, will direct the activi- 
ties of the 1800 American Gem Society members as president for 1961-62. He is 
flanked by William Preston, Jr., left, elected vice-president, and James M. 
Rudder, named secretary. 


AGS debate: do loose or mounted 


diamonds lead to better sales? 


A dozen lectures, two panel dis- 
cussions, laboratory sessions, busi- 
ness meetings, a banquet and a spe- 
cial tour—there was something for 
everybody at the 27th annual con- 
clave of the American Gem Society. 

Some 270 AGS members and 
guests attended the four-day meet- 
ing in Chicago Mar. 18-21. They 
elected Darwin R. Neumeister, ex- 
ecutive vice-president of Black, 
Starr & Gorham of New York, to 
head the society for 1961-62. 

Outgoing President Lester Moon 
was honored at a banquet. He re- 
celved an engraved plaque com- 
memorating his two terms in office. 
Moon, owner of Moon Jewelry Co. 
in Tallahassee, Fla., reviewed the 
AGS’s great strides in growth and 
influence on the jewelry industry 
and in its goal of professionalizing 
the jeweler through gemological 
training. 

Future activities, he suggested, 
should be in the realm of “public 
relations” to improve the consum- 
er’s opinion of the jewelry in- 
dustry. 


100 


Elected to serve with Neumeister 
were: William Preston, Jr., F. J. 
Preston & Son, Inc., Burlington, 
Vt., vice-president; James M. Rud- 
der, Claude S. Bennett, Inc., At- 
lanta, Ga., secretary; and Leo Kap- 
lan, Lazare Kaplan & Sons, New 
York, assistant secretary. 

As a special feature of the con- 
clave, 185 members and guests saw 
Linde “Stars” being created during 
a tour of the Linde plant in East 
Chicago. 


GIA Directs Lab Work 


The educational program offered 
a varied fare for members to add 
to their knowledge of gemstones. 

Instructors from the Gemologi- 
cal Institute of America directed 
10 hours of laboratory work. 

GIA personnel also conducted a 
panel discussion on “Recent Gemo- 
logical Developments.” 

“Making the Diamond Sale” was 
the subject of another panel discus- 
sion. Never underestimate the cus- 
tomer, either in his ability to pur- 
chase an expensive stone, or in his 


understanding of the merchandise, 
members agreed. 

Participating were: Jack Alt- 
man, Jr., Desbouillions, Inc., Sa- 
vannah, Ga.; Evangeline Jensen, 
C. A. Jensen Co., La Salle, IIL; 
Irving Michaels, Jr., Michaels 
Jewelers, New Haven, Conn.; and 
H. C. Kirkberg, H. C. Kirkberg 
Jewelers, Inc., Fort Dodge, lowa. 
Alfred Woodill, AGS executive di- 
rector, moderated. 

Charm and personality of the 
sales person was emphasized over 
the physical accessories used in 
making a sale. Members were 
warned against depending too 
heavily on scientific instruments. 
“Scope-itis” may bore or bewilder 
customers. 


Women Can Sell Too 


Gemological training is impor- 
tant, however, the panelists agreed. 
Women are at no disadvantage in 
completing large diamond sales, 
Mrs. Jensen commented, if they 
are trained in sales procedures and 
know their merchandise. 

The use of mounted or loose 
gems divided the speakers. Michaels 
prefers mounted goods to show the 
customer exactly what he is get- 
ting. Altman said unmounted goods 
allow more leeway in the stones one 
can offer. 

Kirkberg explained how he avoids 
asking a customer the embarrass- 
ing question, “How much can you 
pay?” He shows him a specially 
prepared tray of rings, varying 
widely in value, with prices clearly 
marked. The movement of the cus- 
tomer’s eyes tells him in which 
price range the jeweler should se- 
lect additional trays to display. 

Among the lectures and talks on 
the program were: “Judging Dia- 
mond Make and Finish,” by Rich- 
ard Liddicoat, executive director of 
the GIA, who also described “A 
Tour of the European Testing Lab- 
oratories’; “A Color Slide Tour of 
Diamond Mines in West Africa,”’ 
by Leo and George Kaplan, Lazare 
Kaplan & Sons, New York; “The 
Detection of Treated Black Pearls,” 
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PALLADIUM IS STRONG! 


...a palladium mounting gives extra protection to precious stones 


You can safely tell your customers that precious stones The extra safety factor offered by the strength and duc- 
set in palladium are set for keeps! tility of all-precious palladium can help close the sale. 


That's because jewelry palladium prongs are strong... Make the most of palladium’s strength and beauty. 
hold gem stones firmly without loosening. And gleam- Specify palladium settings. 
ing white palladium faithfully reflects the color of 

PLATINUM METALS DIVISION 


: enh thei kle. 
Giamonds ... enhances their sparkle THE INTERNATIONAL NICKEL COMPANY, INC. 
Yet palladium is easy for your setters to use. 67 Wall Street, New York 5, N. Y. 


PALLADIUM IS MODERN...WHITE...LIGHT...STRONG... 
ALL-PRECIOUS... EASILY WORKED...NATIONALLY ADVERTISED 
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and “Increasing Your Sales Through 
a Diamond Room,” by Lester Ben- 
son, supervisor of GIA’s Los An- 
geles laboratory; “New Develop- 
ments in Diamond Treatment and 
Diamond Substitute Detection” by 
Robert Crowingshield of the GIA 
laboratory in New York; “Cultured 
Pearls and the Retail Jeweler,” by 
Ernest Reuter of Leys Christie, 
New York; and a series of talks on 
‘‘Improving Your Effectiveness 
with the Diamondscope, Refrac- 
tometer, Dichroscope and Polari- 
scope,” by Bert Krashes of the GIA 
laboratory in New York. 

Next year AGS will meet at the 
Shoreham Hotel in Washington, 
D. C., Mar. 31-Apr. 3, with the 
Washington Guild as hosts. 


Elgin, AWI sponsor 
Hawaiian symposiums 


The land of luaus and grass 
skirts will be host to a series of 
technical symposiums on _ watch- 
making May 1-3. 

Elgin National Watch Co. and 
the American Watchmakers Insti- 
tute are co-sponsoring the meet- 
ings, believed to be the first of its 
kind in Hawaii. 

Elgin is sending D. W. Leverenz, 
manager of product appraisal, as 
moderator for the symposiums. 
Leverenz, AWI secretary, will also 
represent that organization. 


sterling future is good; stainless 
market will double, Gorham predicts 


Despite a “sharp decline’ in 
earnings anticipated for the first 
quarter of this year, Gorham Man- 
ufacturing Co. expects net income 
for the full year of 1961—its 130th 
anniversary year—to be “well in 
excess of 1960.” 

Gorham’s president, Wilbur H. 
Norton, told stockholders in the 
company’s annual report that the 
company’s annual sales last year 
rose 20 per cent. Sales reached an 
all-time high of $30.5 million. 

Profits did not keep pace with 
sales, however. Net earnings of 
$1,046,823 in 1960 were a 19 per 
cent drop from the nearly $1.3 mil- 
lion earned in 1959. 

Norton attributed the decline in 
profits to the “continued program 
for expansion and development”’ 
and to the effects of the recession 
on two of the company’s most prof- 
itable silver lines. 

The recession’s impact became 
severe during the Christmas season 
and continued to hold down volume 
and earnings during the first 
months of this year. Norton based 
his optimistic prediction for 1961 
on the assumption “that the cur- 
rent recession will not deepen 
greatly.” 





Investments over the past two 
years have been planned to provide 
a solid base for future growth, 
Norton said. 

“Reliable economic indicators of 
the industries in which Gorham is 
now active... point to exceptional 
opportunities ahead for those com- 
panies which are alert to the 
consumer’s demand for quality 
merchandise, fairly priced, and 
properly distributed to meet cur- 
rent market needs,” he said. 

The increase in marriages fore- 
cast for the next 10 years, Norton 
explained, will spur sterling silver 
sales, which “historically have fol- 
lowed the nation’s trends in mar- 
riages.”’ 

As for stainless steel, “projec- 
tions through 1970 point to a fur- 
ther rapid rise in sales and give 
every indication that stainless steel 
must and will become a major en- 
deavor for Gorham.” 

The company’s rep*rt includes a 
chart which predicts that total in- 
dustry sales of stainless steel will 
shoot from around $40 million last 
year to nearly $90 million by 1970. 
The industry should grow at the 
rate of 8 per cent a year through- 
out the decade, the report said. 
‘The Presidential quota on imports 
has limited the market invasion by 
imported stainless steel flatware, 
providing a bright future for do- 
mestic manufacturers.” 

These prospects have led Gorham 
to “sizable expenditures” in new 
stainless patterns, tools and addi- 
tional sales and merchandising per- 
sonnel, Norton reported. 


Coro forms company 
to sell emerald jewelry 


Encouraged by last year’s sales 
—$33,191,000—and optimistic 
about the future, Coro, Inc., is or- 
ganizing a new company, Verité 


Jewels Ltd. This new firm will 
market natural emeralds set in 14 
karat gold. 

In making this announcement in 


COLLEGE SEAL CITED: David H. Warsowe, left, president of College Seal 
& Crest Co., receives citation award from David W. Skinner, right, president of 
the Cambridge, Mass., Chamber of Commerce, which honored the firm for its 
85 years as a leading Cambridge manufacturer. Looking on is Frank W. Town- 
send, secretary of the Cambridge Chamber of Commerce. 


the recent annual report to stock- 
holders, Coro’s president, Gerald 
Rosenberger, said: 

“This will mark our entrance 
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into the precious stone business 
and affords us an opportunity to 
bring our high degree of design 
excellence to this field.” 

He observed that consumer ac- 
ceptance of Coro’s recently estab- 
lished Francois Jewelry line has 
been “gratifying,” and that sales 
of the Vendome Couterier line dou- 
bled during 1960. 

Another step toward wide diver- 
sification taken by Coro during 
1960 was acquisition of Diamond- 
Ite International, Inc., maker of 


what has been widely promoted as 
“the finest simulated diamond.” 
Rosenberger said company sales 
last year were up 7.4 per cent over 
1959, but that net earnings were 
somewhat under the 1959 level. 
(Net income for 1959 was $781,- 
931; 1960’s earnings were $643,- 
499.) Reduced earnings were at- 
tributed in part to the initial ex- 
penses involved in diversification. 
Coro sales volume has _ risen 
steadily during the last ten years, 
climbing from $19 million in 1951. 


Worrell, government waive pre-trial talks, 
will fight out Gellman ruling in court 


The U. S. Court of Claims will 
decide the “Gellman ruling” test 
case some time this year, but prob- 
ably not before November. 

The stage was set for final argu- 
ment of the case when both the 
plaintiff, R. D. Worrell Jewelry Co., 
of Mexico, Mo., and the defendant, 
the U. S. Government, filed peti- 
tions for summary judgment. 

Normally such cases can drag out 
for months with pre-trial confer- 
ences between litigants and court 
commissioners to establish issues of 
fact and law. Neither party sought 
a conference and instead filed for 
immediate action, content to have 
the case decided on the basis of 
existing facts. 

A backlog of cases to be heard by 
the Court of Claims has filled both 
the May and June dockets. Best bet 
for the trial date is October. The 
court does not sit during the sum- 
mer months. If the case doesn't 
come up before October, a decision 
will be delayed until November. 

At issue is the controversial 1958 
Gellman tax ruling. The Internal 
Revenue Service held that retaileis 
had to pay an excise tax on quan- 
tity sales of jewelry items to be 
used by the buyer as gifts and 
awards. The same ruling exempted 
wholesalers from the tax on similar 
sales. 

Worrell, represented by Phillip E. 
Hoffman, counsel for the Jewelry 
Industry Tax Committee and the 
Retail Jewelers of America, de- 
cided to test the validity of the 
Gellman rule. The company filed 
suit against the Government for re- 
fund of some $246.54 naid as excise 
taxes on the sale of over 500 com- 
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memorative pins to a local manu- 
facturer. The manufacturer planned 
to use the pins as length-of-service 
awards to employees. 

The Government denied the claim 
and Worrell turned to the Court of 
Claims. 

Hoffman, on behalf of Worrell, 
filed a petition for summary judg- 
ment on grounds that the Gellman 
ruling is discriminatory and that 
liability for the tax should be based 
on the nature of the sales regard- 
less of the type of business normal- 
ly done by the seller. 

Worrell’s customer in the case, 
Mexico Refractories Co., told the 
court in an affidavit that “‘the prices 
of the said items (commemorative 
pins) were negotiated on a whole- 
sale basis.”” Worrell contends that 
some 6 per cent of its annual busi- 
ness is in this type of sale, even 





though the firm is primarily a re- 
tailer. 

The Government maintains that 
the Gellman ruling imposes the re- 
tail excise tax on the basis of the 
type of business normally done by 
the seller, regardless of the nature 
of a specific sale. In a nutshell, the 
argument is that since Worrell is 
a retailer, he must pay the tax on 
all of his sales, whether items are 
sold singly or in bulk at a discount. 

Jewelers hope the test case will 
bring about equal tax treatment 
between retailers and wholesalers. 
Either exempt retailers from the 
tax or impose it on wholesalers, they 
say. The Government openly ad- 
mits that wholesalers enjoy a tax 
break that retailers do not. 


Towle buys Maryland 
maker of cutlery line 


Towle Manufacturing Co. of 
Newburyport, Mass., marked an 
expansion move last month with 
the purchase of Chas. D. Briddell, 
Inec., of Crisfield, Md. 

Towle will continue to operate 
Briddell, makers of Carvel Hall 
cutlery, with present management 
and employees. 

Elliott M. Gordon, Towle presi- 
dent, said new products will also 
be made at the Crisfield plant and 
subcontract work now being done 
will be continued. 

The 66-year-old firm will remain 
under the Briddell name, being 
operated as a subsidiary of the 
New England silversmiths. 





Ye SSB 
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WINNING STUDENT DESIGNS: These modern, flowing jewelry designs won 
top honors in this year’s competition among students at the Mechanics Institute 
in New York. The gold medal first prize went to Leonard Giambrone for the 
center design. Albert Bash’s work, left, won the silver medal for second prize 
and the bronze medal third prize was awarded to Joseph Rissin for the design 
shown on the right. Eugene Gurga, Jack Hartog, Frank Lorenzo and Morton 
Kostel received honorable mention. The course was completed by 22 students 
this year, under the instruction of A. D’Alessandro, designer and consultant. 
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STERLING HILES, Marketing Director 

Remington Portable Typewriter Division 

Sperry Rand Corporation 

315 Park Avenue South, New York 10, N. Y. 

| want all the facts about your traffic-building $35,000 
Scholarship Sweepstakes . . . and all the other reasons 
why | should join Remington’s Profit Team! 


NAME 
ADDRESS 


FREE: The whole ‘‘package’”’ of in-store 
promotion material plus co-op ads plus the 
most liberal co-op allowance in the industry! 
(Plus cash prizes for dealers.) 


Remington’s $35,000 Scholarship Sweep- 
stakes is another reason why you should 
join Remington’s Profit Team. Get all the 
other reasons, too! Mail this coupon! 
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FOR YOU! APPEARING IN: 


Life April 28 
Scholastic April 26 
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American Girl May 
Boys’ Life May 





PLUS: a special 1000-line newspaper 
version of the ad shown below for many 
market areas! 
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Russians say watch industry is booming, 
new plants, methods increase production 


When the young Russian astro- 
naut got back on the ground after 
his pioneering orbit around the 
earth, one of his first questions was 
probably “What time is it?” 

And if a waiting scientist 
checked his wrist watch and told 
the first spaceman it was 10:55 
A. M., the scene was a two-fold 
example of Soviet know-how —a 
symbol of the new Russian revolu- 
tion in both rocketry and watch- 
making. 

No, the Russians don’t claim that 
they invented the watch, but they 
do predict their new steps in auto- 
mation of watch manufacturing 
plants will greatly increase effi- 
ciency and output. (The 
Union is reportedly third in world 
production of all watches, and sec- 
ond only to Switzerland in wrist 
watch production. ) 

Officials of the USSR watchmak- 
ing industry state that the manu- 
facture of watch cases has been 
completely automated, raising pro- 
ductivity nine times. In watch as- 
sembly, conveyor belts are used 
extensively, and speciai optical in- 
struments for adjustment of watch 
mechanisms are said to greatly 
speed production. These _ instru- 
ments project an image of the parts 
magnified 42 times. During a re- 
cent visit to Russia, an official of 
the British Ingersoll firm described 
the Russian system as a “magnifi- 
cent example of rational produc- 
tion.” 

In late March, the first Soviet 
electronic wrist watch was demon- 


Soviet 
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ELECTRIC WATCH CLINIC: These 1 


strated in Leningrad. It was de- 
scribed by Russian specialists as 
“super accurate.” The watch 1s 
powered by a transistorized gener- 
ator which drives an electromag- 
netic motor. Further plans in this 
field call for a plant that will pro- 
duce 1,500,000 battery- 
powered wrist watches. 

Production of ladies’ watches is 
also being stepped up. One plant is 
getting ready to make the new 
“Mechta” watch, which will be the 
smallest women’s watch manufac- 
tured in the USSR. It measures 
about one-half inch in diameter. 

Watch production in the Soviet 
Union is not entirely for domestic 
Soviet watches are 


annually 


consumption. 
exported to 48 foreign countries. 


AWI to expand horizons 
at convention in 1962 


Miniaturization and its offspring, 
micro-miniaturization — terms un- 
known less than a decade ago—are 
now on the lips and in the minds of 
technicians the world over. 

This field of component size re- 
duction, although still in its in- 
fancy, is a lusty infant, indeed. It 
gives fair promise of rapidly lead- 
ing man through changes little 
short of a second industrial revolu- 
tion. 

Next year, American industry 
will get its first chance to see an 
exhibit under one roof devoted en- 
tirely to miniaturization and its 
tools and skills. 

Sponsors of this event will be the 


2 watchmakers from the New York area 
underwent a three-day training program conducted by Hamilton Watch Co.’s 
Frank Russell, standing, left, and John Bearley, standing, right. The travelling 
clinic will be offered in 11 other central and eastern U. S. cities through June. 


American Watchmakers Institute, 
which has billed the exhibit as an 
International Watchmakers and 
Mechanical Instrumentation Con- 
gress. 

It will be staged in conjunction 
with the AWI’s first annual conven- 
tion. The date: Mar. 10-13, 1962. 
The place: New York’s Commodore 
Hotel. 

It will be the first national meet- 
ing of the AWI since it was formed 
by the merger last year of two 
former watchmaker organizations. 

The technical program wil! cover 
key subjects of timing instrumen- 
tation, electro-mechanisms and mi- 
cro - miniaturization. Talks will 
cover all phases of watchmaker 
skills—in general industry as well 
as the jewelry field. 

For the Congress and Exhibit, 
AWI will invite companies doing 
business in all areas of watchmak- 
ing and related skills to participate. 

Inquiries about the exhibit may 
be directed to Eugene F. Shaw, ex- 
hibitor manager, at AWI’s head- 
quarters, 18465 James Couzens 
Hwy., Detroit 35, Mich. 

Secretary of Commerce Luther 
Hodges has been invited to be guest 
of honor and main speaker at the 
annual banquet Mar. 11. Gen. Omar 
Bradley, board chairman of Bulova 
Watch Co., has been asked to intro- 
duce Hodges. 


Case against Balfour 
moves closer to trial 


A pre-trial conference will prob- 
ably be held in June in the $1.5 
million law suit filed against the 
L.. G. Balfour Co. 

J. A. Buchroeder & Co. of Colum- 
bia, Mo., plaintiff in the action, 
charged in the suit filed last Sep- 
tember that the Massachusetts in- 
signia goods firm and other de- 
fendants are guilty of “unlawful 
monopoly.” 

After the pre-trial conference the 
parties in the action may start a 
“discovery proceeding” and the tak- 
ing of depositions, the last steps 
prior to the trial itself. 

At a hearing Mar. 29, the pre- 
siding judge overruled the main 
points of a motion by the defend- 
ants to dismiss the suit. 

3uchroeder reported that two 
other suits have been filed against 
Balfour. Plaintiffs are Nassau 
China Co. of Trenton, N. J., and 
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Columbus Stationery Co. of Colum- 
bus, Ohio. 

They are seeking damages of 
$300,000 and $400,000, respectively. 
Both sums are subject to triple 
damages. 


Creative thinking expert 
to address wholesalers 


Editors and an educator are on 
the bill at the 54th annual meeting 
of the National Wholesale Jewelers 
Association next month. 

One session will also be devoted 
to a discussion by a panel of manu- 
facturing and wholesaler execu- 
tives, as has been done at the past 
two conventions. 

Here’s the lineup of speakers for 
the wholesalers’ get-together at the 
Edgewater Beach Hotel in Chicago 
June 7-9: 

Donn Mason, managing director 
of the Salesmanship Institute of 
America in Pittsburgh, will speak 
at the opening session on “Sales- 
manship Is a Profession.”’ 

The panel discussion June 8 will 
center on these topics: “Is Selec- 
tive Distribution a Blueprint for 
Success in the Future?”’; “Can 
Volume Selling by the Retailer Re- 
place His Traditional Markup?”: 
and “In Today’s Market Can the 
Manufacturer of Quality Products 
Price Himself Out of the Market ?”’ 

Manufacturers on the panel will 
be: John B. Stevens, Internationa! 
Silver Co.; D. E. Sanderson, Oneida 
Ltd.; L. W. Prestin, Sunbeam 
Corp.; Walter Karlan, Karlan and 
Bleicher, Inc.; and Robert E. Mohr, 
U. S. Time Corp. 

Wholesalers who will participate 
are: Lloyd G. Pattee, S. H. Clausin 
& Co., Inc.; John A. Goll, Baldwin- 
Miller Co.; Arch M. Lyles, Lyles- 
DeGrazier Co.; and Charles Simon, 
Simon-Green Co. 

At the morning session June 9 
three regional jewelry magazine 
editors will comment on “As We 
See the Jewelry Industry.” They 
are: Hoyt Hurst, Mid-Continent 
Jeweler; Maclay Lyon, Northwest- 
ern Jeweler; and Robert B. Frier, 
Pacific Goldsmith. 

Featured speaker that day will 
be Dr. Bernard Goldner, director 
of the School of Creative Thinking 
at LaSalle College in Philadelphia. 

Afternoons will be occupied by 
conferences and product displays. 
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Nation’s jewelry manufacturers gather 
in Providence for second MJ&SA show 


“T can’t believe it,” said a manu- 
facturer. “It’s even better than the 
last one.”’ 

“No one is just wandering 
around,” said a beaming exhibitor. 
“People stop, look and listen. You'd 
almost think it was a railroad cross- 
ing instead of a trade show.” 

Said another exhibitor: “There’s 
no doubt about it—this is a real 
working show.” 

With comments like these, manu- 
facturers and exhibitors alike re- 
flected the spirit of last month’s 
three-day Convention and Indus- 
trial Exposition of the Manufactur- 
ing Jewelers and Silversmiths of 
America Inc. The first such show 
took place in October, 1959. 

Held from April 19 to 21 at the 
Sheraton-Biltmore Hotel in Provi- 
dence, R. I., the event got under- 
way at 10 A. M., April 19, as Provi- 
dence mayor Walter H. Reynolds 
snipped the ceremonial ribbon. But 
even at this early hour, many con- 
vention-goers were already attend- 
ing the first seminar sessions, 
which began at 9 A. M. 

Seminars were only part of the 
program. The entire 17th floor was 
taken over by displays that demon- 
strated everything from plating to 
chainmaking. Here, jewelry and 
silverware manufacturers from all 
over the country—more than 1500 
of them—converged to examine the 
most efficient machinery and proc- 
esses modern technology has to of- 
fer them. 

Highpoint of the affair was the 
Keynote Luncheon, held at noon of 
the second day. E. R. Barlow of 
Rath & Strong, Inc., and G. Harry 
Chamberlaine, research and mar- 
keting vice-president of Hearst 
Magazines, said that much must be 
done if the industry is to meet the 
challenge of the so-called “Soaring 
Sixties.”” Chamberlaine urged the 
jewelry industry to work with 
clothing designers to make jewelry 
an integral part of each season's 
fashions. Barlow recommended ad- 
vertising and promotion campaigns 
to convince people that they should 
spend more money on jewelry. 

Executive Secretary George R. 
Frankovich reviewed the associa- 


tion’s past accomplishments and 
said that he looked forward to a 
future of even greater jewelry in- 
dustry cooperation. Noting recent 
advances made by the association, 
Frankovich pointed out among 
other accomplishments that the or- 
ganization’s official publication. 
American Jewelry Manufacturer, 
is by far the principal magazine for 
the manufacturing jewelry and sil- 
verware industry. 

As the event drew to a close, one 
exhibitor summed up his feelings 
about the effect the show would 
have on his business. “The last af- 
fair increased our shipments 25 per 
cent. We expect even better results 
this year.” 


Nearly 600 celebrate 
at MJ&SA banquet 


AT MJ&SA BANQUET: Enjoying the 
association’s 58th annual banquet are, 
from left, Edson W. Sawyer, MJ&SA 
president; Albert I. Gordon, banquet 
committee chairman; and Samuel M. 
Stone, Jr., head of the 1961 exposi- 
tion committee. 


The last major event on the trade 
association banquet circuit this 
year drew plaudits from those in 
attendance at Boston’s Statler-Hil- 
ton Hotel, Mar. 18. 

It was the 58th annual banquet 
of the Manufacturing Jewelers and 
Silversmiths of America, Inc. More 
than 550 guests enjoyed the filet 
mignon dinner, the entertainment 
featuring comedian Jack Carter and 
the souvenir gift, a Ronson ‘“‘Roto- 
Shine” Kit. 

Many from Providence and the 
Attleboros traveled to Boston for 
the dinner aboard the MJ&SA’s pri- 
vate train, the “Jewelers’ Special.” 

Head table guests included offi- 
cials of several national and New 
England trade associations. 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1961 





Zip up sales with 
these 3 new Zippo displays 


PROFIT PANEL 1260 


Individually packaged, each PP-1260 contains 


6 No. 200 Brush Finish Chrome 
(a $3.50 


Display Panel 
ee ee. ks cs ow an wna ee ee be $12.60 


YOUR PROFIT $ 8.40 


SLIM LIGHTER DISPLAY SL-855 


Slim Lighter Display Panel SL-855 contains 

3 No. 1610 High Polish Slim-Lighters 
eS ee re ces $14.25 

Display Panel 


Your Cost Per Panel 





PROFIT PANEL 630 


Individually packaged, each PP-630 contains 
3 No. 200 Brush Finish Chrome 
@ $3.50 
Display Panel 
NN one wecsicainnciaen aca $ 6.30 





YOUR PROFIT $ 4.20 


Display Zippos to sell Zippos 
pp? 


MANUFACTURING CO., BRADFORD, PA., AND CANADA LTD., NIAGARA FALLS, ONTARIO 
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State of the Jewelry Business 


Exports of U.S. jewelry show 18.1 per cent decline in 1960 


The Swiss, the U. S. jewelry in- 
dustry’s best customers abroad, de- 
veloped considerable sales resis- 
tance last year, export figures re- 








IMPORTS % change % change 
Feb. from Feb. Jan.-Feb. from Jan.- 
1961 1960 1961 Feb. 1960 
WATCH MOVEMENTS (units) veal. 
0-1 jewel 341,763 —35.8 617,096 —30.1 Exports of jewelry and jewelry 
2-7 jewels 59,395 —38.9 108,071 —35.3 findings to Switzerland in 1960 de- 
8-15 jewels 3,422 +29.9 6,510 —17.3 clined 31.7 per cent from 1959, a 
i6, 17 jewels 331,073, —31.2 593,537 —21.8 drop of more than $7.2 million. 
over 17 jewels 907 —7.6 1,881 +39.3 Almost all of this loss came in 
atime a = =e jewelry and related items of pre- 
DIAMONDS cious metals. 
ti = ag $9 ma pe $14 ct some prec Since this type is the predomi- 
uncut, by value ,258, +46. ,614, ‘ : Sl di ee al | : 
mame nA 57610 —161 127.044 Men nant U. S. jewelry export, it more 
cut, by value $5,512,892 —13.0 $11,868,609 —1.6 
CULTURED PEARLS $1,125,380 —21.3 $1,813,362 —13.3 
IMITATION STONES $370,132 +5.1 $723,164 —9.4 


than accounts for the 18.1 per cent 

decline in total jewelry exports. 
In fact, several other classifica- 

tions showed minor gains in 1960, 


but the industry as a whole shipped 
EXCISE TAXES % change % change only about $28 million worth of 
Oct.-Dec. from Oct.- Jan.-Dec. from Jan.- ; 
1960 Dec. 1959 1960 Dec. 1959 jewelry abroad last year compared 
AMOUNT COLLECTED with $34.1 million in 1959. 
(add 000) $34,333 44.6 $169,385 +6.1 Precious metal jewelry exports 
- poeeeece- -e- last year were valued at nearly 
°% change °%% change $18.2 million, which was 65 per 
Feb. from Feb. Jan.-Feb. from Jan.- cent of all U. S. jewelry exports. In 
1961 1960 1961 Feb. 1960 1959 some $25.8 million worth of 


MARRIAGES 97,000 mF 193,000 —25 this classification was exported, a 
BIRTHS 333,000 +1.2 691,000 +3.6 75.5 per cent share of the total. 
skeen tht aa ata aaa hace [ae S aS e TORE ey ee eee ES Increasing their share of the to- 
FAILURES % change % change tal export value were these classifi- 
Mar. from Mar. Jan.-Mar. from Jan.- cations: rings, watch bracelets, 
1961 1960 1961 Mar. 1960 mesh bands and miscellaneous 


CASH JEWELERS 20 eae 44 +15.8 jewelry, from 5.9 to 9.9 per cent; 
INSTALLMENT JEWELERS , 2s 15 +50.0 women’s jewelry of non-precious 
WATCH REPAIRERS a 0.0 metals, from 6.2 to 9.2 per cent; 
WHOLESALERS ee +28.6 men’s jewelry of non-precious met- 
MANUFACTURERS _- ? +150.0 als, from 4.8 to 6.0 per cent; and 


. jewelry findings and accessories, 

WHOLESALE JEWELERS . from 4.6 to 6.2 per cent. 
SALES | FEBRUARY 1961 Exports to the U. K. decreased 
! % change % change 21.5 per cent, to $936,700 from 
FEBRUARY 1961 from _ __ from Jan.- nearly $1.2 million. Precious metal 


. Feb. 1960 Feb. 1960 sec ol ; ay St oe 
% change % change . FINE JEWELRY, “ eines psa sie ~ ti nin 
3 ‘ OJ L,00+ Da ,e ), 


from from =: WATCHES —10 —S ; 
Feb. 1960 Jan. 1961 SILVERWARE, more than offsetting increases in 
ane . ‘ CLOCKS —29 — 22 other types. | 
' COSTUME [The economic embargo against 
INVENTORY —1 -~3 JEWELRY —3 -~2 Cuba resulted in a drop in jewelry 
eae : --------------------- exports from $716,645 to $41,444 
last year. Exports to France were 
promising, rising from $271,867 to 
$1,057,332. Canada remained the 
1961 oe rere ipsons “ia accounting 
SILVER $.913% 0.0 pe serail sei MARANON ee 
The export figures were released 
deuthivensten $82 0.0 last month by the Consumer Du- 
PALLADIUM $24 0.0 rable Goods Division, Business and 
IRIDIUM $75 +7.1 Defense Services Administration, 
U. S. Dept. of Commerce. 


METAL PRICES—MID-APRIL 1961 
(troy ounce, large lots) 
Mid-Apr. 
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NOW 
diamonds 
CAN be 


EVERY 

Girl's 

DEST 

iuiance 

Just think! 

A watch with 
diamonds 
olamaal-meleiesjie(~ 

... Timex on the 
inside. Genuine 
8-facet diamonds 
make this the 

high fashion watch 
every girl wants. 
Timex makes it hers 
for just $1520 


PLUS 
TAX 


More people buy TIMEX than any other watch in the world. 375 Park Avenue/New York 22, N.Y. 
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Congress plans energetic investigation 
Into 28 problems facing small business 


The small businessman seems to 
be emerging as a prominent figure 
on the “New Frontier” in Wash- 
ington. Congress, the President, 
his cabinet and several govern- 
mental agencies have evidenced a 
new concern for the “little man” 
in business. 

Among the latest Capital devel- 

opments along these lines: 
@® Congress is planning an ener- 
getic probe into the ills of small 
business. The Senate will explore 
28 major problems facing small 
businessmen in the months ahead. 
There will be lots of talk, some 
help. 

Major areas to be studied in- 
clude: tax problems of small busi- 
ness; tax depreciation allowances 
on capital equipment; impact of 
mergers; refusal to deal and right 
to buy; and dual distribution by 
manufacturers who own their own 
retail outlets. 

@ Jewelers and other small busi- 
nessmen can now get loans up to 
$50,000 from Small Business Ad- 
ministration field offices without 
having to wait for specific approval 
from SBA headquarters in Wash- 
ington. SBA Administrator John 
E. Horne announced the change in 
rules in an effort to speed up the 
small business loan program. Pre- 
vious limit on loans not requiring 
a Washington okay was $20,000. 
@ In another move to lighten the 
load for small businessmen in de- 
pressed areas, the SBA is cutting 
interest rates on loans to firms lo- 
cated in these areas. 

Horne cut the normal 5% per 
cent interest rate to 4 per cent 
on small business loans to firms 
located in areas classified by the 
Labor Department as having a 
“substantial labor surplus” (more 
than 6 per cent unemployment). 
There are now 101 such areas. The 
lower rate will be applied to loans 
approved after April 5. 

The normal 5% per cent rate 
will continue to apply on direct 
loans to small firms and_ local 
development companies in other 
areas. 


@ Jewelry dealers hoping for gov- 
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ernment help in getting space in 
shopping centers will have to wait 
a while longer, however. During 
the late months of the Eisenhower 
administration, the SBA announced 
a tentative program to provide 
funds for local development com- 
panies to build shopping centers. 
Horne admits the plan has hit 
a few snags and is under revision. 
SBA’s complex were 
blamed when no action was taken 
on two applications from develop- 
ment companies who wanted to get 
into the program. Horne said SBA 
is streamlining the rules. Original 
plan authorized SBA to provide up 
to 80 per cent of necessary funds 
to build a center and to lend up to 
$250,000 for each small business 


regulations 


tenant. 
@ Small firms whose commercial 
operations are confined within a 
single state may be losing the fight 
to keep federal investigators out 
of their stores. The Federal Trade 
Commission won the first round 
when a U. S. District Court ruled 
that if a firm’s advertising crosses 
state lines (in newspapers, on radio 
or television), no matter how large 
or small the business, the federal 
government has jurisdiction. 
Such advertising, FTC claims, 





. ; 4 
% 
*, 


SHE “SOLD” THE MYSTERY 
SHOPPER: Clota Sims, right, with 
her husband, J W. Sims, boards plane 
in Dallas, bound for Jamaica on a 
vacation she won in _ International 
Silver Co.’s Mystery Shopper contest. 
Mrs. Sims of A. Harris Co., Dallas, 
won the grand prize for the best sales 
presentation of International’s new 
sterling pattern, “Swan Lake.” 


tends to lure customers over state 
boundaries thereby putting the 
firm in interstate commerce. If 
the lower court decision is up- 
held, state regulatory laws over 
even the smallest stores can be 
overruled by the federal govern- 
ment. 

@ Chances for a small business 
tax bill this year were somewhat 
brighter after President Kennedy's 
tax message to Congress. Kennedy 
is likely to favor a proposal along 
the line of the Curtis-Ikard-Spark- 
man small business tax bills. These 
virtually identical measures would 
allow small businessmen to plow 
more earnings back into the busi- 
ness for new plants and equipment, 
inventory build-up and accounts re- 
ceivable. 

Under the Curtis-Ikard-Spark- 
man proposal, a firm could deduct 
from taxes the difference between 
investments at the beginning of 
the year and investments at the 
end of the year in the three areas 
mentioned, if year-end investments 
were higher. 

Limits on such a deduction would 

be up to 20 per cent of net taxable 
income or $30,000, whichever is the 
lesser. 
@ The government’s elite Business 
Advisory Council (BAC) will take 
on a new look at its next meeting 
set for the middle of this month. 
Small businessmen will be repre- 
sented for the first time since the 
group was set up back in the 
1930’s. 

The Council is made up of some 
of the nation’s top business and 
economic wizards. Its role is to pro- 
vide advice and assistance to the 
government, primarily the Depart- 
ment of Commerce, on matters af- 
fecting U. S. business and eco- 
nomics. 

Secretary of Commerce Luther 
H. Hodges recently handed the 
group a list of virtual ultimatums 
bearing the stamp of approval 
from President Kennedy. The BAC 
was told to expand its membership 
and open at least some of its meet- 
ings to the press or lose its role 
in government. 

Hodges demanded the addition 
of five new members, “three or 
four’ of whom will be small busi- 
nessmen. He insisted that all meet- 
ings where government officials 
participate be open to the press. 
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New clock company 
formed in Connecticut 


Two men with long experience in 
the clock industry have organized 
a new firm, the New England Clock 
Co., with offices in Farmington, 
Conn. 

President of the firm is William 
K. Sessions, Jr., the third genera- 
tion of the family that owned the 
Sessions Clock Co. 
with that company for 26 years, in- 
cluding 12 as executive vice-presi- 
dent and general manager. 

Nils Magnus Tornquist is vice- 
president of New England Clock. 
He has served as an industrial de- 
signer for General Motors and 
General Electric and as a design 
consultant to Sessions Clock Co. 
and others. 

Judge Frederick W. Beach, Con- 
necticut attorney, will be secretary 
of the new corporation. 

The firm has introduced a highly- 
styled, popularly priced line known 
as New England Clocks, with sug- 
gested retail prices from $17.95 to 


_ 


$37.50. 


Sessions was 


Trademark stamping bill 
gets industry support 


Legislation calling for a trade- 
mark to accompany the quality 
mark stamped on gold and silver 
jewelry awaits the attention of 
Congress while its proponents wage 
a campaign on its behalf. 

Identical bills introduced in the 
Senate and House remain under 
committee paperweights while 
backers seek support from the na- 
tion’s jewelers. 

Manufacturers and dealers are 
being urged to write their congress- 
men about the measure. 

The Retail Jewelers of America, 
the National Wholesale Jewelers 
Association, the Jewelers Vigilance 
Committee, the Manufacturing 


The legislation would require 
that whenever a quality mark is 
applied to gold or silver jewelry, it 
be accompanied by the trademark 
or other identification of the man- 
ufacturer or distributor. 

The JVC, in a memorandum re- 
questing this amendment to the 
stamping law, said the measure 
would give the public “greater pro- 
tection against misrepresentation.”’ 

If identification were required, 
the JVC said, it “should also act as 
a deterrent to unscrupulous manu- 
facturers and distributors, some of 


whom do not hesitate... to stamp 
jewelry falsely (indicating far finer 
quality, such as greater gold con- 
tent than the article actually con- 
tains).”’ 

The Federal Trade Commission 
and the Departments of Commerce, 
Justice and State, have assured the 
JVC that they will file their reports 
on the proposal without delay so 
that hearings may be held. 

The JVC is urging jewelers in 
all fields, to contact their senators 
and congressmen in support of the 


bill. 

















The finer things in life— 


come from Winers of Sheffield 


Jewelers and Silversmiths of Amer- Value the wrapping—but it’s what’s inside that counts—if it’s a gift of 


ica and the American Gem Society 
have all endorsed the proposed leg- 
islation. 

The Senate bill (S.1186) was co- 
sponsored by Senators Warren G. 
Magnuson of Washington and John 
A. Pastore of Rhode Island. The 
House bill (H.R.5442) was intro- 
duced by Congressman Peter F. 
Mack, Jr., of Illinois. All are Demo- 


crats. 


Viners. Above, classic gifts to sell: 14-inch Silver Gallery Tray, $39.50; 
Tavern Tankard, glass-base, $10.95; 1 Pint Plain Tankard, glass-base, $10; 
Mother-of-Pearl-handled Fruit Knives, cased, $29.50; Grapefruit Spoons 
with curved, serrated Knife, cased, $10; Pistol-grip Steak Knives, cased, 


$25: Large Pewter Coffee Pot, $35. Stock up now. 


V / nN e r a 362 FIFTH AVENUE, NEW YORK 1, N. Y. WI 7-4496 
| 1411 AIRWAY, GLENDALE, CALIFORNIA CH 5-7597 
OF SHEFFIELD 
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“May | engrave it for you, now?” sells 
rings and keeps them sold. You can give 
immediate engraving service right in your 
own store with a New Hermes Ring 
Engraver — engrave stock numbers too. 
It’s tracer-guided, simple to operate. 
Fully equipped, $179.00. Write now 
for a demonstration. 


new hermes 
ENGRAVING MACHINE CORP. 
154 W. 14th ST... NEW YORK 11, N. Y. 


In Canada: 359 St. James Street West, Montreal, P. Q. 
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WMDAA off to Vegas 
for meeting this month 


A non-stop 4% hour afternoon 
session—a departure from former 
convention programming—is sched- 
uled during the 15th annual meet- 
ing of the Watch Material Dis- 
tributors Association of America. 

Theme of the May 24-27 conven- 
tion at the Dunes Hotel in Las 
Vegas will be “The Future of the 
Material Business.” 

WMDAA will experiment with 
the extra-long meeting May 26, in 
an effort to concentrate time and 
energies. 

Officers will be elected May 25. 
Social events include dinner-dances, 
night-clubbing, a group trip to 
Boulder Dam and two special pro- 
grams for the ladies. 


Four California stores 
acquired by Zale chain 


Zale Jewelry Co. continued its 
mushrooming expansion with the 
purchase in March of Baranov’s 
Jewelers, 5l-year-old San Diego, 
Calif., firm. 

The addition of Baranov’s four 
stores in the San Diego area gives 
the Zale organization a total of 192 
stores in 32 states. 

Baranov’s will operate as a sepa- 
rate division of Zale’s. The firm 
opened its fourth store in Febru- 
ary. 
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Handy & Harman’s New Office Site 
after 94 years, a move uptown 


Rain? — 


Handy & Harman moves 
its executive offices 


Businessmen in New § York’s 
traditional financial district in 
lower Manhattan will lose a long- 
time neighbor this month. 

After 94 years in that 
Handy & Harman, the nation’s 
largest fabricator and refiner of 
precious metals, is moving its ex- 
ecutive offices May 8. 

New home for the company’s 
executives will be the office building 
at 850 Third Ave. There the com- 
pany will be able “to better serve 
our increasing number of customers 
in many areas of industry,” said 
J. C. Travis, Handy & Harman 
president. 


area, 


HERE’S HOW IT WORKS: Jean P. Savary, right, technical director of the 
Watchmakers of Switzerland, shows a Swiss electric watch movement to the 
watchmaking advisory committee of Emily Griffith Opportunity School in 
Denver while on a tour of west coast cities in March. The school expects to 
add a special course on the new timepiece to its curriculum soon. 
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ROBERT FRANKS, PRES. 
MOULTON JEWELERS 


We would like the opportunity to serve you 
and do for you what we have done for Mr. 
Franks, and, so many others. 


ILVERMAN saLes ENTERPRISES - Tel. Ptaza 7-4692-4693 


5980 FIFTH AVENUE, NEW YORK 36, NEW YORK 


JEWELERS’ CIRCULAR-KEYSTONE, MAY 1961 








Long-time auctioneer 


A L WY A y & _ Thomas Faussett dies 


Thomas J. Faussett, one of 

In The America’s best known jewelry store 

Ae A ig K é T auctioneers, died April 12 at Ches- 
- ter, S. C., shortly after he arrived 

For there to conduct a liquidation sale. 

He was 75. During 55 of those 

years he had liquidated jewelry 

A *} T i O U F businesses in all but four states. 


Once, in Los Angeles, he closed out 


: ie 
J in Wi E L ie Y _ an inventory valued at $3 million; | od 
_ another time, in St. Louis, he sold paxKEs OFFICE IN OHIO: Jacob F. 
_ a million dollars worth of stock Jenkins, left, new president of the 


Also Antique Reproduction | from six stores. Ohio Retail Jewelers Association, re- 
Jewelry, Silver, Diamonds, The industry respected his en- ceives gavel from Harley Benedict. 


Platinum and Gold Items, even : . . . 
» SV gy, efficiency and scrupulous hon- 
though in bad order, all bring or. Mr. Faussett was descended Ohio RJA directors 
good prices. from Samuel V. Huntington, signer elect new president 
Our check is air-mailed to you of ee of neenene. Jacob F. Jenkins, newly-elected 

Burial was at Howell, Mich. His president of the Ohio Retail 
the Same day your package widow, Goldie; a son, a daughter Jewelers Association, is planning 
is received. Your gone ‘ and two sisters survive. 
kept intact in our fire-proo : 

- ORJA membership. 

vault for ten days, subject to Trenton firm cited as Jenkins, of Jacob F. Jenkins 


your acceptance of our remit- | ‘Brand Name Retailer’ Jewelers in Jackson, Ohio, was 
tance. elected by the ORJA directors at a 
recent meeting in Columbus. 


GOOD PRICES isiiez-ct-the-Year” in the jewelry Under Jenkins’ direction, a com. 


, . stores classification. mittee is planning a program on 
reg Show ogee seme Brand Names Foundation, Inc., store management for the annual 


shippers have expressed their sponsor of the competition, also fall convention in Cincinnati. 
ippe awarded runner-up certificates of : : 
pleasure in doing business distinction to: Rost Jewelry Co., Sy Weiner re-organiZes 


with Antin’s. Indianapolis; Hellberg’s Watch & New York diamond firm 


Diamond Shop, Inc., Marshalltown, The Van Praag Diamond Cor 
s B c ac < ) Pp. 
egg ae —_ gp ae Iowa; Weisfield’s, Inc., Seattle; and ; oe 
the Jewelers Board of Irade; | Clinton & Son, North Platte, Neb. 


and, the Whitney National The selections were made on the =v, Praag Diamond Cc 
Bank, New Orleans basis of the stores’ brand promo- — m.. ttn. si 
’ . , promo The latter company was headed 


sie activities in 1960. The by Jean H. Van Praag, who has 
ANTIN’ S$ ANTIQUES awards will be presented at a ban- retired. Weiner is president of the 
quet May 4 at the Waldorf-Astoria 


’! tion, which occupies 
T y n re ‘ a » new corpora . 
vi maenatalhe sagen Hotel in New York. the same quarters as the former 
New Orleans 12, La. 


ESTABLISHED 1916 IDA elects officers company, at 551 Fifth Ave., New 


: York. 
| at annual convention ! 
there Sa little YH) (HI . Leopold H. Metzger of Super- | GLASS CISPLAY ‘DOMES 


Individually Packaged for Safe and Easy Handling. 


] a icy | Cut, Inc., Chicago, was _ elected For Covering: Figurines, “Clocks, Objets Dart, 
i A ° . ° Wedding Cake Ornaments. Supplied with ‘alnut 
in | 0 US 0 , i president of the Industrial Dia- Mahogany or Black Wood Finished Bases kya 
4 ° ° ° artia ist oO 7e3 
... we all want the : mond Association at its annual ” $3. 
very best for as little as : — . 
possible. For only $8.70 ! convention in March. 
a month you can va t Other officers named at the meet- 
complete cash or credit we : . : ‘1, ite 
window display kit over Lang ing in Hollywood, Fla., were: 
1700 jewelers prefer. —_, Charles Baumgold of Diamond Tool 


Colorful, varied display , . 
cards and over 100 hy J . Research Co., Inc., New York, first 


“ne -~ > So price tickets. vice-president; and Eric J. Sch- | me ls =! . a 
rite Tor. . . . . . j at ass ‘‘Prote 
neider of Engis Equipment Co., | : Watch/Dome with hook 


~—e - n & base, Fi —! 
30 DAY: FREE TRIAL _ Chicago, second vice-president. | | i don. ee, $3.75 0s 


im Freed = New directors elected for two | 7 $24.0 | 
- = | All Prices Net Wholesale F aT — 


Vee er were: Irving Freed, Ed- Write for complete list of siz 
A sentleniaraiiaie 8 : Crystal Glass Tube & Cylinder “Company 


Li 50 West 46th St., N.Y. + Cl 5-3232 J | ward Katz, and Leonard A. Zucker. 7317 South Chicage Ave.. Chicago 19, Iil. 


an intensive drive to increase 


Hamilton Jewelers of Trenton, 


was formed Mar. 1 by Sy Weiner, 
former manager and buyer of the 
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» Henry B. Platt, vice-president of 
Tiffany and Co., is chairman of the 
jewelry and watches committee and 
Charles Bay, vice-president of Bonwit 
Teller, is chairman of the costume 
jewelry committee for the Salvation 
Army’s 1961 annual appeal in New 
York. 

=» New officers of the Jeweler’s Square 
Club of New York were installed at 
the club’s 38th anniversary meeting 
Mar. 6. Club member William Schnei- 
der entertained with a magic show. 

» Bert Krashes of the Gemological In- 
stitute of America spoke on ‘‘Modern 
Methods of Gem Testing’ at the Mar. 
28 meeting of the Consolidated Retail 
Jewelers of New York and New Jer- 
sey at the Plaza Hotel in New York. 
a Walter N. Kahn, president of Kahn- 
Jacobson, Inc., has been appointed 
jewelry and allied trades chairman 
for the 1961 campaign of the Ameri- 
can Red Cross in Greater New York. 

» Samuel Stonberg, president of Opal- 
ite, and Lenny Treistman, sales man- 
ager for the Philadelphia firm, have 
returned from a European buying trip. 
Items were purchased for use in the 
firm’s new gold-filled and _ sterling 
jewelry lines. 

» Doris Hirschman has become presi- 
dent of Superior Wedding Band Co. 
Inc., 71 Nassau St., New York. Miss 
Hirschman managed the business for 
many years. 

e G. Robert Crowningshield, director 
of the eastern branch of the Gemo- 
logical Institute of America, gave an 
illustrated talk on artificial coating of 
diamonds, colored stones and pearls 
at a meeting of the Watchmakers’ As- 
sociation of New Jersey, April 11, in 
Irvington. 

es Murry M. Rothenberg of Monet 
Jewelers has been named 1961 chair- 
man of the costume jewelry division 
of the Joint Defense Appeal for the 
American Jewish Committee and the 
Anti-Defamation League of B'nai 
B’rith. It is his fifth year as chair- 
man. 

» Plummer, Ltd., New York special- 
ists in fine china, crystal and silver, 
will move about June 1 from 734 Fifth 
Ave. diagonally across the street to 
3 E. 57th St. The firm leased the en- 
tire nine-story building, and will use 
the first two floors and mezzanine for 
the store. 

» The Golden Circle Club of New 
York heard William R. Parrott of 
the Better Business Bureau speak 
at the club’s Mar. 20 meeting at the 
Netherlands Club. 

» Gordon C. Davis, Chicago area sales 
representative for Taylor Instrument 
Co. of Rochester, N. Y., has won the 
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Distinguished Salesman Award for 
1960, a contest sponsored by the Sales 
Executive Club of Rochester. 

» General office of Handy & Harman 
has been moved to 850 Third Ave., 
New York. The firm’s gold plant is 
scheduled to move in May from 82 
Fulton St. in New York to a larger 
and more modern building being con- 
structed on Nuber Ave. in Mt. Vernon, 
N. Y. 

» Benjamin N. Conn moved his hand 
engraving business about May 1 from 
723 Walnut St. to Room 301, 719 San- 
som St. in Philadelphia. 

=» Jerome Glass has formed Jerome 
Glass Associates, Inc., to manufacture 
rolled gold plate watch cases with 
casted end pieces and lap finish, both 
plain and diamond set. Offices and 
showrooms are at 145 W. 45th St. in 
New York. 

» The Gold Filled Manufacturers As- 
sociation presented a program at the 
March 28 meeting in Buffalo of the 
Jewelers 24 Karat Club of Western 
New York. 

» Ralph Salti, president of Onsa 
Watch Co. of America, Inc., New 
York, has returned from a six-week 
visit to the firm’s factory in Lengnau, 
Switzerland. Salti worked with fac- 
tory craftsmen to design a new watch 
line for 1961. 

s Benjamin Lazrus, New York jewel- 
er, will be honored June 8 at the 
Hotel Pierre at the annual testimonial 
dinner of the jewelry industry on be- 
half of the United Jewish Appeal. 

» Robert Paul was elected president 
of the Maiden Lane Outing Club at 
its annual meeting in New York, Mar. 
30. Robert McCormick was named 
vice-president and Joseph H. Frier, 
Jr., secretary-treasurer. 

=» The Israel Art-Craft Importing Co., 
Inc., importers of costume jewelry and 
giftware from Israel, have moved to 
a new location in Philadelphia at 1005 
Filbert St. 

» DuBoff, a retail costume jewelry 
chain, celebrated its 20th anniversary 
in March with the opening of a 10th 
store in the metropolitan New York 
area, at 124 W. 50th St. 

a John D. Richards, who formerly op- 
erated a jewelry repair business at 
Cyrus Jewelers in Rome, N. Y., has 
opened a new repair shop at 204 W. 
Dominick St. 

» Mrs. J. Lee Folts has sold Folts 
Jewelry and Gift Store in Mt. Morris, 
N. Y., to Robert LaDelfa and his wife. 
» Charles G. Osborne has opened Os- 
borne Jewelers at 101 Main St. in 
Hornell, N. Y. Fred Orvis, operator 
of Orvis Jewelers in Bath, N. Y., is 
associated. 
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Gem of the ages 


Amber Specimen for Museums and 
Collectors. Widest and most un- 
usual color range and sizes. In- 
cluding those containing insects 
and plant formations. 


From $1.00 to $25,000. 
* 
Exciting NEW 
AMBER 
NUGGET 
Necklace 
"$35 Keystone 
Non Competitive 
Full Mark-up 
& 


Also, Amber Brooches, 

ER Pendants, Earrings, 

4 oa Necklaces, Bracelets, 

tien. Write fer De- Rings, set in Gold 
talis.FREE AD MATS. Filled and 14K Gold. 











AMBER GUILD LID. 


World‘s Source for Genuine Amber 
AMBER MINES, INC., Subsidiary 


80-19 31st AVENUE 
SF Tol 4-10) in (-11-401 0-0 Oe ee 





Leonore 

Doskow 

personal- 

ized sterling 

silver novel- 

ties offer every 

retailer 1001 op- 
portunities for 

more gift sales. The 

wide variety and top 
quality of these items 
have proven themselves 
with hundreds of jewel- 
ers, at store counters 
throughout the country. 
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GIFT TLEMS 
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KONORE DOSKOW PORTRAIT CHARMS 
Now any photograph can be: perm 
nently transferred onto a ‘sterling 
silver or 14 Kt. gold charm an 
worn on bracelet or key chain 
Cufflinks, necklacés, pi 
tie clips etc., in sterling 
silver are available fea- 
turing these bea 
portrait c! 
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LEONORE DOSKOW INC. 


SILVERSMITH 
MONTROSE, NEW YORK 








Get The MOST 
Out of Your Sales 


lf you want to run a cash-raising 
sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not accept your sale unless 
we are certain that it will be most suc- 
cessful. Our 35 years of experience and 
reputation is our guarantee. 


Write * Wire * Phone Collect 


No Obligation © in Strictest Confidence 


BRILL & COLMES 


and Associates, inc. 
Auctioneers and Sales Specialists 








45 West 45th St., N. Y. 36, JU 6-2334 
\ Members Jewelers Board of Trade / 





HASTINGS Quality 
ALL-NYLON 
WATCH BRACELET CORDS 
NYLON — DACRON — SILK BEAD CORDS 


Your Assurance of the Finest 
; JOBBERS H.R. 


MFGRS. DIRECT 
-t felet See), Ma Ftd F 


51 MARKET ST. 





@ GARNET JEWELRY 


Antique & New 


Ask for Free Catalog 
Memorandums Invited 
HERZOG & ADAMS 


54 West 47 Street, New York 
Telephone JUdson 6-2753 








LOOSE and ‘Stu oe 
MOUNTED DIAMONDS 


LOUIS F. GUINESS, INC. 


CREATORS OF INTEGRITY DIAMOND RINGS 


373 WASHINGTON ST., BOSTON 8, MASS. 


| s Abraham Levy, jeweler, has leased 


space in the building at 562 Fifth 
Ave. in New York. 


| =» Bob Norris has been appointed man- 


ager of the Mur Jewelry Co.’s Belle- 
fonte, Pa., store. 

« Martin Neel has moved his Marjean 
Watches and Jewelry to a larger re- 
modeled location in Seaford, N. Y., 
at 3941 Merrick Road. 

a Gardiner’s Jewelry in Oil City, Pa., 
has moved from 120 E. Front St. to 
larger quarters at 8 State St. 

» Solmor Jewelry Co., retailers of 
custom jewelry, have leased _ store 
space in the apartment building at 
140 E. 56th St. in New York. 

» Alexander Pontremoli has opened a 
new store, Alann Jewelers, at 1719 
Fifth Ave., Arnold, Pa. Pontremoli’s 
original place of business was at 1601 
Fifth Ave. 

» Howard Holiday, operator of a 
jewelry store on E. Main Street in 
Fredonia, N. Y., has taken over the 
store adjacent to his. 

» Emanuel Kreiss of Riverdale, N. Y., 
who has pursued a hobby of painting 
since his retirement as a jeweler, re- 
cently had an exhibition of 30 of his 
works. 

» Goshow’s Jewelry and Gift Shop has 
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» George Hammond, formerly with 
Lux, Bond & Green Jewelers in Hart- 
ford, Conn., for 15 years, has opened 
Robert Jewelers at 533 Main St. in 
Manchester, Conn. 

» Peter E. O’Donell, manager of Day’s 
Jewelry in Portsmouth, N. H., and a 
vice-commodore of the Portsmouth 
Yacht Club, has been elected a direc- 
tor of the club. 

» Craig Jewelry in Ridgefield, Conn., 
has moved from 98 Main St. to 91 
Main St. 

» The majority of exhibitors at the 
Boston Gift Show and Parker House 
Gift Show, both held in early March, 
expressed satisfaction with business 
written, according to a _ report in 
Home Furnishings Daily. 

» The Bershad brothers, Vigdor, 
Henry and Shelden, of the William 
Slaton Co., Chelsea, Mass., jewelers, 
have acquired Avis International, the 
largest jewelry and appliance store 
in Maynard, Mass. The store is now 
under the name of Maynard Jewelers. 
A large part of the Maynard store’s 
stock was transferred to Chelsea for 
Slaton’s remodeling sale. The Slaton 
store at 288 Broadway underwent 
major renovation. 

s Elliott D. Halpin, president and 
treasurer of Elliott’s Jewelry, Inc., 
in Fitchburg, Mass., has been elected 
a vice-president of the Massachusetts 
Council of Retail Merchants. 

»s Warren W. Wood, watchmaker and 


opened at the Quakertown shopping 
center in Quakertown, Pa. 

» Steven D. Stouffer has been ap- 
pointed manager of Royal Jewelers in 
Chambersburg, Pa., succeeding Flor- 
ence Seifreid who has retired. 

a First National Jewelry has leased 
space in the building at 15 W. 47th 
St. in New York. 

s Pear! Polishes, Inc., Buffalo manu- 
facturers of silver polish and other 
products, will move from 85 Leroy 
Ave. to 400 Scajaquada St. 

a David Glickstein, president of Glick- 
stein Jewelers & Opticians Inc. in Buf- 
falo, has been elected a director of 
the Thruway Plaza Merchants As- 
sociation. 

a Koehler’s Jewelry in Baden, Pa., 
presented a program, “Know How to 
Accessorize with Jewelry” at a meet- 
ing in March of a local women’s club. 
« Barr’s Jewelry in Chester, Pa., 
opened at a new location, 606 Edge- 
mont Ave. The new quarters have 
more than three times as much space 
as the former location at 519 Market 
St. 

» Barnett Robinson, New York pre- 
cious stone importer, left Apr. 14 on 
a five-week buying trip to the pre- 
cious stone markets of Europe. 


ENGLAND 


owner of Fremeau’s Jewelry, 74 
Church St., Burlington, Vt., has com- 
pleted a one-week course in the repair 
and servicing of the electric watch, 
given by the Hamilton Watch Co. in 
Lancaster, Pa. 

» Handy & Harman, fabricators and 
refiners of precious metals, have be- 
gun construction of a new plant in 
East Providence, R. I. The company 
will move there in August from Provi- 
dence. 

» Two Providence firms, Dal Manu- 
facturing Corp. and Jewel Manufac- 
turing Co., were admitted to member- 
ship in the Manufacturing Jewelers 
and Silversmiths of America, Inc., at 
a meeting of the board of directors 
in March. 

» Sim Snyder, a gemologist affiliated 
with Homer’s Jewelry in_ Boston, 
spoke on diamonds before a women’s 
group in Hull, Mass., recently. 

» Henry C. Reid, a retired watch- 
maker who founded the Henry C. Reid 
and Son Jewelry in Bridgeport, Conn., 
observed his 96th birthday Mar. 28. 

» Baribault Jewelers in Glastonbury, 
Conn., is one of 19 firms which re- 
cently formed a new business associa- 
tion in Glastonbury. 

» Louis E. Albert, president of Henry 
Nolin Jeweler Inc. in Lewiston, Me., 
discussed diamonds at a meeting of 
the Lewiston-Auburn chapter of the 
National Secretaries’ Association in 
March. 
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s R. B. Brown resigned as vice-presi- 
dent of S. H. Clausin Co., Minneapo- 
is wholesaler, April 15 to open a re- 
tail jewelry store, Petty Jewelers, Inc., 
in Phoenix, Ariz. 

» James Swartchild has been named 
president of the Chicago Jewelers 
Club for 1961. Other officers of the 
club are: Erwin Fosse, vice-president; 
Robert Groya, treasurer; and Melvin 
Goldman, secretary. Directors are: 
Alvin Lauschke, Herman Kramer, V. 
J. Newman, George Mason and Sid 
Geller. 

» Courses in jewelry making and sil- 
versmithing, taught by William S. 
Worth, a former commercial silver- 
smith, were begun last month at the 
University of Colorado General Ex- 
tension Center in Denver. 

s Al J. Kisting has purchased Bene- 
dict Jewelers in Wheaton, IIl., from 
Roy Benedict. 

» Likes Jewelry in Keokuk, Iowa, is 
now under the management of Terry 
Dougherty, formerly with the Likes 
store in Quiney, III. 

se Edgel W. Kazee, a certified watch- 
maker, has been named manager of 
the watch repair department of Bern 
Art Jewelers in Columbus, Ohio. 

» Dorrles Jewelry in Great Bend, 
Kans., has been renamed Dawson 
Jewelers, Inc., and moved from 1611 
Main St. to the corner of Main and 
Broadway. Charles Dawson, operator 
of the store for the past eight years, 
is president of the corporation. J. E. 
Lewis, Jr., is vice-president and gen- 
eral manager of the firm. 

« Mrs. Vern Griffin of Tom Ross 
Jewelry has been selected as one of 
six outstanding sales personalities in 
Shenandoah, Iowa. 

» Kenneth R. Hawn has joined Smith 
Jewelry in Columbus, Ind., as a watch 
and jewelry repairman. Hawn was 
formerly with Fischvogt Jewelry. 

» Roger’s Jewelry in Lewistown, 
Mont., was lengthened and new show 
cases were added in a recent remodel- 
ing project. 

» Joseph Gerber has purchased a 
building at 522 Second St. in White- 
fish, Mont., and moved his jewelry 
store there from its Central Ave. lo- 
cation. 

s Harold A. Tuschhoff has purchased 
Martin Jewelry in Cape Girardeau, 
Mo., from Elmo C. Martin. 

»e The Nebraska Retail Jewelers As- 
sociation and the Nebraska Watch- 
makers Association voted to merge at 
their annual conventions in Grand 
Island. The group will become the 
Nebraska Retail Jewelers and Watch- 
makers Association. 

es Raymond Wright has moved his 
Wright’s Jewelry in Sikeston, Mo., 
from 143 E. Center St. to 125 N. New 
Madrid St. 
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» The Wisconsin Licensed Watchmak- 
ers Association have named the fol- 
lowing new directors: Edward C. Bor- 
land, Kenosha; Gerald Krueger, Fort 
Atkinson; Richard Scroggins, Mani- 
towoc; and Lowell Bruggink, Kewau- 
nee. 

a Charles S. Podell, former manager 
of the Rogers Jewelry store in Bar- 
berton, Ohio, has been appointed man- 
ager of the jewelry chain’s Youngs- 
town, Ohio, store. 

» Page Wagner Jewelry in Carthage, 
Mo., is expanding its location at 413 
S. Main St., taking over an adjacent 
office site. 

» William Bledsoe has closed out the 
line of gift goods carried at Bledsoe 
Jewelry in Unionville, Mo. 

» Sidney J. Schwager, credit man- 
ager of Bergman Jewelers in Cleve- 
land, has been elected treasurer of 
Credit Exchange, Inc., the city’s credit 
clearance organization. 

»s James B. Hubbard and his wife 
will operate a jewelry shop on W. 
Stoddard St. in Dexter, Mo., in a new 
building they are having constructed 
there. 

a J. D. Davis Co., Minneapolis manu- 
facturer of wall accessories, has begun 
production of a new line of decorative 
clocks. 

»s Frumess Jewelry Co., founded in 
Denver in 1898, has moved from a 
second-floor location at 534 16th St. 
to 423 16th St. 

»s Boas Sons, Ltd., Chicago whole- 
salers, have moved from 55 E. Wash- 
ington St. to 27 S. Wabash Ave. 

»s Wood & Son, long time retailer on 
State Street in Chicago, closed its 
doors last month. 

» Dr. Edward G. Olson gave an illus- 
trated talk on his experiences as a 
Fullbright lecturer in Rhodesia at the 
March luncheon meeting of the Chi- 
cago Jewelers’ Association. Irving 
Ringel of I. Ringel & Co., Chicago 
diamond merchants, has been elected 
to membership in the CJA. 

» Sid Geller is chairman of the 
Golden Roosters fali stag and dinner, 
scheduled for Oct. 26. The Green 
Room and the Walnut Room of the 
Bismarck Hotel in Chicago have been 
reserved for the party. 

es Paul Davey, operator of retail 
jewelry stores at LaPorte and Val- 
paraiso, Ind., will open a store this 
month in Chicago, at 83rd & Cottage 
Grove Ave. 

» F. E. Deska has purchased Spal- 
ding Jewelers at 240 W. Western Ave. 
in Muskegon, Mich. Deska has been 
manager of the store for more than 
20 years. The store underwent re- 
modeling following the change of own- 
ership. 

» William Wells has been appointed 
manager of the Motch Jewelers store 
at 34 E. Fourth St. in Cincinnati. 


Jewelry Stocks Wanted: 
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$1. 


EXCLUSIVELY 
for Retail Jewelers. 


123 STEWART ST. 
PROV. 3, R. I. 











VELVET 


for 
Dra es, i Windows 
wide—Crush Resistant 
LOW, LOW PRICES 


Write for samples 


CAROL VELVET COMPANY 
P. O. Box 404 GREENSBORO, N. C. 

















| COIN FRAMES | 
Largest selection in the coun- 
try of fancy and plain 14kt 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for free cataleg or see Jewel- 
ers Guild Catalog, Book 5. 
pages 12 & 13 and J.C.-K 
March 1961. 


Wideband Jewelry Co. 
37 West 47th Street. New 
York 36, N. Y. Dept. 12 
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SAVES ON 
INVENTORY 








e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 2 
16 sizing holes permits 
the greatest range of only 9950 
reductions. Time Payments 
Contact your wholesaler or 


write for literature to: _ 


new hermes 
154 West 14th Street, New York 11, N. Y. 











IN 
CUFFLINK BACK 
DESIGN 


lendalink 


TELESCOPING SHORT-SHANK 
CUFFLINK BACK 


Vid VIELE, 


Pending | 4 


Shorter Shank 


No Springs 
Less Bulk Fingertip Action 
Engravable Bar 


by Gap-free Closure 


SHTEINSHLEIFER 


In 14K gold. Trial sumples sent on request 
N. L. Shteinshleifer Co. 
40 Elizabeth St., New York 13, N.Y. 
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=» Joseph P. Grace, a clockmaker and 
jeweler, has joined master silversmith 
William deMatteo at the Sign of the 
Golden Ball in Williamsburg, the re- 
stored capital of 18th-century Vir- 
ginia. The shop on Duke of Gloucester 
St. now offers all the services which 
were available there in 1765. Grace 
was formerly an instructor at the 
school of horology of Bradley Uni- 
versity in Peoria, IIl. 

=» Kahn-LeVine Jewelry in Shreve- 
port, La., went out of business last 
month, selling the stock from its store 
at 516-518 Common St. at public auc- 
tion. 

» Buhl Optical and Jewelry Co. will 
have a store in the Village shopping 
center in Cleveland, Tenn., when the 
center is completed this August. 

»s James FE. Rhames, co-owner of 
M&R Jewelers in Waynesboro, Va., 
has been elected president of the local 
Retail Merchants Association. 

» Eve Appel, formerly with Benson’s 
Jewelry in Washington, D. C., has 
been appointed vice-president and gen- 
eral manager of Charles Tripler & 
Co. in Washington. 

» Richard’s Jewelry has opened its 
second Miami store, in the Miami 
Gardens shopping plaza. 

» Harold and Elease Cannon have 
opened Cannon Jeweler in Piedmont 
Plaza, Lexington, N. C. 

»s Mrs. Martin Monaghan has sold 
Monaghan’s Jewelry in Wellsburg, 
W. Va., to Wellsburg Jewelers, under 
the proprietorship of Virginia Yerger. 
The latter store has moved from 611 
Charles St. to the Monaghan building 
at 740 Charles St. 

» R. W. Thompson, manager of 
Friedman’s Jewelers in Macon, Ga., 
since 1945, has been appointed man- 
ager of Stanley Jewelers, 636 Cherry 
St. in Macon. Thompson’s son, Wil- 
liam W. Thompson, succeeded him as 
manager of Friedman’s. 

» Rose Jewelry, 21-year-old Meridian, 
Miss., firm, has undergone extensive 
remodeling. 

» Duval Jewelry Co. has opened its 
22nd Florida store and its third in 
the Orlando area, in the new Pine 
Hills shopping center. Arthur C. Law- 
ton is manager. 

» Bill Adams of Citizens Jewelry Co., 
Atlanta, arranged for the Westmin- 
ster Tiara, the diamond crown of the 
Duchess of Kent, to be brought to 
Atlanta for the crowning of the Miss 
Atlanta Pageant winner, April 1. The 
headpiece is valued at between a half 
million and a million dollars. 

=» Harvey Rush and his son Paul, 
London, Ky., jewelers, have purchased 
Bailey Jewelry in Mt. Vernon, Ky., 
which they are operating in addition 
to their London business. 

» Frank B. Lusky has resigned as 


OUTH 


manager of the Kay Jewelry Co. store 
in Greensboro, N. C., to join a Nash- 
ville, Tenn., advertising company. 

» William K. Ewing, vice-president of 
William Kendrick Jewelers in Louis- 
ville, Ky., has become a director of 
the YMCA of Louisville. 

» Albert S. Smyth Co., Inc., whole- 
sale jewelers in Baltimore, have 
moved to 317 N. Howard St. 

» David Komins Jewelers in Balti- 
more have moved from 104 N. Liberty 
St. to 210 W. Saratoga St. 

» Irvin Shapiro has joined the S.€N. 
Katz store at 3412 Eastern Ave., Bal- 
timore, as assistant manager. Shapiro 
has been manager of Kay Jewelry 
Co.’s Highlandtown store for the past 
seven years. 

» Sheldon Buckner, former owner of 
his own wholesale and retail jewelry 
business in Baltimore, has joined the 
sales force of National Wholesale 
Jewelry Co., 115 W. Fayette St., Bal- 
timore. 

es A. H. Fetting Co. has been ap- 
pointed Baltimore representative for 
silverware by Georg Jensen, Inc., 
New York. 

=» Roberts Jewelers gave up its 21- 
vear location at 27 W. Lexington St. 
in Baltimore last month when the firm 
lost its lease. 

» The Florida Gift, Jewelry, Hand- 
bag and Novelty Association has 
opened new offices in Miami in the 
Stylemart Building, 35 N.E. 17th St. 
» Southern Jewelry Travelers Asso- 
ciation has moved its office in Atlanta 
from 1 Peachtree Building to Suite 
631, Candler Building. 

» McCary Jewelers, Inc., which will 
celebrate its 20th anniversary Sept. 1 
as a Shreveport, La., firm, will open 
a new store in the Shreve City re- 
gional shopping center on the Shreve- 
port-Barksdale highway. 

a Irving Sills is manager of Gordon’s 
Jewelers new store in the Eastgate 
shopping center in Monroe, La. 

»s Dreifus Jewelry Co. will open its 
third store in the Memphis area in 
the Whitehaven Plaza shopping cen- 
ter. Construction is to be completed 
about Sept. 1. 

» James I. Trotter, Jr., has purchased 
Jacobs Jewelry Co. in Nashville from 
Melville C. Morris and consolidated it 
with his diamond importing business, 
Trotter & Co., at the Jacobs address, 
12 Arcade. 

»e A state tax of 10 per cent on 
jewelry, in addition to the federal ex- 
cise tax and present state sales taxes, 
has been proposed in the North Caro- 
lina legislature. 

» James Rudder of Claude S. Ben- 
nett, Inc., in the Lenox Square shop- 
ping center, Atlanta, has been elected 
president of the Lenox Square Asso- 
ciation. 
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» An advisory board was organized 
at the Allied Jewelry and Gift Show 
in Dallas in February, composed of 
14 exhibitors and the president of the 
Southwestern 24 Karat Club. The 
Allied show is now under the man- 
agement of the Texas Jewelers Asso- 
clation. 

» Management of the Spring Gift and 
Jewelry Show at the Dallas Market 
Center reported an increase of more 
than 183 per cent in the number of 
stores which were represented at the 
February show. Buyers from 3004 
stores registered at the show. 

» John H. Oliver, owner of Oliver’s 
in Kingsville, Tex., has been elected a 
vice-president of the Kingsville Cham- 
ber of Commerce and a director of 
the Kiwanis Club. 

»s Herb Epstein, formerly manager 
of Morris Jewelers in Victoria, Tex., 
has been named manager of Green’s 
Jewelers in Victoria. 

» Homer Hargrove has opened a new 
store in Tucumcari, N. M., at 104 E. 
Main St., under the name of Har- 
grove’s Jewelry. 

» William J. Lockwood has been ap- 
pointed manager of Gordon’s Jewelers 
store at 2111 Market St. in Galveston, 
Tex. Sam V. Serio has been named 
assistant manager. 

» Adam Nacol, owner of Nacol Jew- 
elers in Wichita Falls, Tex., pur- 
chased the stock in March of two 
wholesale jewelry companies, W. A. 
Taylor Wholesale Jewelry Co. of 
Houston and Higgenbotham Jewelry 
Co. of Dallas. 

» Benold’s Jewelers has opened a 
store in the new North Loop Plaza 
shopping center in Austin, Tex. 

» Karnes Jewelry in Amarillo, Tex., 
has more than tripled its space in a 
move from 2604 W. 22nd St. to 2611 
W. 22nd St. 

»s The success of Zale Jewelry Co. 
was attributed to aggressive manage- 
ment by Donald Zale, comptroller of 
the firm, in a recent address before 
the Tulsa Society of Investment An- 
alysts. 

» Morris Jewelers have opened a new 
store in Lake Air center in Waco, 
Tex., managed by W. A. Nicholson. 
» Parkway Jewelry in Ft. Worth has 
moved from 1700 Eighth Ave. to the 
Westcliff shopping center. 

» Isenberg Jewelry, a 43-year-old 
Galveston, Tex., firm, has opened a 
second store in the Evans East End 
shopping center. Nathan Isenberg is 
manager of the new store. 

» Keeling’s Jewelry was re-opened in 
remodeled quarters at 124 E. Main 
St. after a six-month absence from 
the Norman, Okla., business scene. 

» Stanley Rosenfield has re-joined 
Rosenfield’s Jewelers in Oklahoma 
City after 20 years in the oil busi- 
ness. The firm, founded by his father 
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in 1910, operates six stores in Okla- 
homa. 

a» The February meeting of the Dal- 
las Guild of the Texas Watchmakers 
Association featured William Farrar 
of Farrar Manufacturing Jewelers 
and R. N. Richardson, Dallas man- 
ager of Swartchild & Co. 

a Studio Jewelry in San Antonio has 
moved from 104 W. Market St. to the 
corner of S. Alamo and W. Market 
Sts. 

» Harry B. Gordon, president of Gor- 
don’s Jewelers, Houston-based retail 
chain, has announced that the firm 
will open 25 new stores in 1961. Last 
year 21 new Gordon’s stores were 
opened. 

» Bob Ditmore has closed his Dit- 
more Jewelry and Bride Shop in Ana- 
darko, Okla., and plans to open a 
store in the Coronado Hill shopping 
center in El] Paso, Tex. His father, 
Odie, and his brother, Jerry, both 
operate jewelry stores in El Paso. 

» Joe Green, owner of Green’s Jew- 
elry in Altus, Okla., and Don Drake 
of Drake’s Jewelers in Ardmore, 
Okla., have been elected to fill vacan- 
cies on the board of directors of the 
Oklahoma Retail Jewelers Associa- 
tion. The board met at the Skirvin 
Hotel in Oklahoma City Mar. 5 to 
discuss plans for the 1961 Oklahoma 
Jewelry Show, scheduled for Aug. 5-6 
at the Mayo Hotel in Tulsa. 

sa F. L. Kelley, a past president of 
the Oklahoma Retail Jewelers Associ- 
ation, and owner of Kelley’s Jewelry 
in Weatherford, is board chairman of 
the Southwestern Memorial Hospital, 
now under construction in Weather- 
ford. 

» Roy Barr, Austin, Tex., watch- 
maker, has opened his own shop, The 
Jewelry Bar, at 5929 Burnet Road. 
Sarr will handle some trade work in 
addition to his own business. 

a» White’s Jewelry in Dallas has 
moved from 600 E. 10th St. to 619 E. 
Jefferson St. 

» Howard E. Hutcheson, Wewoka, 
Okla., jeweler, has been elected pres- 
ident of the Wewoka Rotary Club. 

=» Everts Jewelers opened their third 
Dallas store about May 1 in Preston 
Center. Myron Everts, recently-elect- 
ed president of the Jewelry Industry 
Council, heads the firm. 

» Feder’s Jewelers has leased space 
for a store in the new Bassett shop- 
ping center in El Paso, Tex., sched- 
uled for completion this fall. 

» Victor P. Clarence is the new man- 
ager of Gordon’s Jewelers five stores 
in San Antonio. He was formerly in 
charge of the firm’s Dixie division in 
Tennessee and Alabama. 

s F. D. Fogg & Co., Albuquerque, N. 
M., jewelers, observed their 40th an- 
niversary with the opening of a new 
store in the Winrock shopping center. 











CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 
quantity, large or small—active, inactive, 
obsolete, new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 


erating with jewelers who receive 
calls for older sterling patterns 
that are no longer available. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman & Son 
Memphis Jewelers Since 1862 


113 MADISON AYE. ° MEMPHIS, TENN. 








Importers of 
EROLISS CwIee 


an 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 Sth Ave., New York 10, N. Y. 
AL. 4-6104 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 


DIAMONDS 


Pri Dist fo 


WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 
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STOP TARNISH! 


Sensational Anti-Tarnish ‘Sil- 
va - Crystals’ k silver 


gleamng constant 

polishing. place jar 

near silver. Attractive ace- 

tate ‘hostess’ pack of 3 jars 

$2.50 Keystone. Single jar 

ack 99¢ now available te 

ewelers, distributors. (Sam- 

ple $! ppd. 

Dept. J, Grey, Inc., 108 E. 96 NYC 














THEY SEE—THEY BUY 
YOU 
SELL 
MORE 
DIAMONDS! 


SREY 


GEMOLITE mark v 


With exclusive zoom feature to add amaz- 
ing impact toevery diamond presentation. 


Continuous flow of wide field magnifica- | 


tions and steroscopic viewing portrays 
jewelry, diamonds, and gems in true per- 
spective. Adjustable dark and light field 
illumination. Lets the customer see what 
he’s buying. Closes more sales. 

Write for complete information 


GEMOLOGICAL INSTITUTE or AMERICA 
11940 San Vicente Bivd., Los Angeles 49, Cal. 





HAND-MADE 








The GENUINE Ebertin Back 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 

m& combination clips 
~~ = 


TF sy = 
Write for catalog of sizes arid styles 


Georges Ebertin 


562 5th Ave., N. Y. 36, N. Y. © Circle 7-2610 


EMERALDS 


Loose or mounted. Memo selections to rated 
lewelers. Write 


I. WIDESS & SONS MAdison 6-147) 
220 W. Sth Street, Los Angeles 13, Calif. 
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WEST COAST 


» “Nature’s Gifts on Parade” was the 
theme of a gem and mineral show at 
the Reseda, Cal., Women’s Club Mar. 
25-26. 

x» Von McBride of Rhodes of Oak- 
land spoke on cutting, polishing and 
identification of stones at the Mar. 7 
meeting of the Contra Costa Watch- 
makers & Jewelers Guild in Concord, 
Cal. 

» Harry Pierce has purchased Har- 
bor Jewelers in Oakland, Cal., from 
Albert Goldhagen, who retained own- 
ership of another Oakland store, Al- 
bert’s Jewelers. 

» Fred and Frank Buehn, operators 
of Fred Buehn Co. in San Francisco, 
have purchased the Max Eickele jew- 
elry manufacturing business and will 
move to 233 Post St. this month. 

» Rheba Sales Co., manufacturers’ 
representatives and importers headed 
by Al Lindenberg, have moved in San 
Francisco from 767 Mission St. to 
1226 Folsom St. 

» Henriette Jackman has opened a 
costume jewelry store, The Trinket 
Box, at 1244 Fulton St., Fresno, Cal. 
» Frank Robert has joined his father, 
Rene Robert, in his trade watch re- 
pair business in Room 401, 704 Mar- 
ket St. in San Francisco. 

s Harris Burrow, west coast repre- 
sentative from Eterna Watch Co., has 
moved from Seattle to 1021 E. Rose 
Circle, Los Altos, Cal. 

» Peter A. Shaver, Jr., has joined 
the sales organization of Breit-Bro- 
agno, Inc., jewelry wholesalers in San 
Francisco. Shaver will cover the San 
Joaquin Valley area. 

» The Bell Mark Sheffield Corp. in 
Beverly Hills, Cal., is now under new 
management and has expanded its 
gold and silver replating facilities. 

» Wally Godeson has been named 
manager of the Crescent Jewelry Co. 
store at 1443 Broadway Plaza, Wal- 
nut Creek, Cal. 

=» Don Snyder has moved his jewelry 
and watch repair shop from Vermont 
and Florence Aves., Los Angeles, to 
larger quarters in the Crenshaw-Im- 
perial Plaza shopping center in Ingle- 
wood, Cal. 

» Mrs. Sidney Thal of Fox’s 
Shop in Seattle, Wash., spoke on 
“Jewels and the Woman” before a 
Seattle women’s group April 11, and 
will discuss “Royal Gems and Jew- 
elry for You” May 9 at a meeting of 
another women’s club in Fort Law- 
ton, Wash. 

» William Frederickson has moved 
Tic Toe Jewelry in Ballard, Wash., 
from 1704 Market St. to 1708 Mar- 
ket St. 


Gem 


Jewelers in Medford, 
Ore., have opened in a new and larger 
location at 21 N. Central. 


a The 1962 Pacific Northwest Retail 
Jewelers Convention will be held at 
the new Portland Hilton Hotel, slated 
to open in September, 1962. 

e Nielsen Jewelers, located on Rus- 
sell St. in Portland for 69 years, 
moved to a new location in the Lloyd 
shopping center May 1. 

e The Oregon State Jewelers Asso- 
ciation will elect officers at its an- 
nual convention in Portland during 
the third week in May. 

» Ben Follett, president of Gensler- 
Lee, 25-unit California retail chain, 
went to Europe last month on a busi- 
ness trip which will include visits to 
the watch factories manufac- 
turing watches sold by the firm under 
its own name. 

» Steven Shulster, a Richmond, Cal., 
jeweler for 18 years, has opened 
Steven’s Jewelers at 195 El Cerrito 
Plaza, El Cerrito, Cal. 

» Shefheld Watch Co. has opened a 
showroom and sales office at 607 S. 
Hill, Los Angeles. 

» The fifth store of J. Jessop & Sons 
Jewelry Co. has been opened in Mis- 
sion Valley Center, San Diego, Cal. 
George Jessop, Jr., manager of the 
store, is a fourth generation member 
of the firm, founded in 1891. 

es Jim and Doreen Glenn, who have 
managed Andy’s Credit Jewelry in 
Yreka, Cal., for the past two years, 
have purchased the store from Alton 
M. Anderson. 

e Maui Divers of Hawaii have open- 
ed shops in the Hilton Hawalian 
Village and the Royal Hawaiian Ho- 
tel in Honolulu. Like the firm’s first 
shop in the Princess Kaiulani Hotel, 
the new locations feature black coral. 
a F. C. Dahnken, diamond and jew- 
elry distributor with headquarters in 
Salt Lake City, has opened a new 
showroom in Salem, Ore. 

e Saul Schissell has been 
manager of Nash Jewelers, 201 
Ave., Long Beach, Cal. 

» Some 200 West Coast jewelers and 
guests attended the 1961 spring con- 
vention of the California Retail Jew- 
elers Association at the Villa Hotel 
in San Mateo Mar. 12-13. Carroll 
Chatham of Chatham Research Lab- 
oratories, San Francisco, spoke on the 
“History of Man-Made Gemstones.” 
Social events included a Gay ’90’s 
costume party, a fashion show and a 
golf and stag party. 

e John Cook of Hamilton Watch Co. 
was elected president of the Golden 
Nuggets during the CRJA spring con- 
vention. Other officers elected were: 
Walter McCready of Wyler Watch 
Corp., vice-president; Al Micheli of 
S. H. Friend, secretary; and William 
MacDougall of Gomez Manufacturing 
Co., treasurer. 


Swiss 


named 
Pine 
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Executive Appointments 








Leddy Arlen 


Thomas r. Leddy has been named 
executive vice-president of Elgin 
National Watch Co. Leddy, who 
will have responsibility for the in- 
dustrial divisions of Elgin, was 
with International Telephone & 
Telegraph Corp. for 18 years, and 
a vice-president of IT&T’s Kellogg 
division since 1952. Elgin has also 
announced these appointments for 
its two recently acquired clock 
divisions: George Arlen, formerly 
executive vice-president of Welby 
Corp., is now president of that divi- 
sion; Peter W. Merley, formerly 
secretary and treasurer of the ac- 
quired company, now becomes its 
executive vice-president; Jac A. 
Mooney remains as president of 
Bradley Time division, a post he 
held with the company before its 
purchase by Elgin; vice-president 
of Bradley is Murray S. Dinerstein, 
who had been secretary and gen- 
eral manager of the firm. 


Mooney Retornaz 


The Swiss Federation of Watch 
Manufacturers (F.H.) has pro- 
moted Rene Retornaz to the new- 
ly-created post of director of for- 
eign affairs. From his Bienne, 
Switzerland, headquarters, Retor- 
naz will direct the F. H. marketing 
programs for all areas which im- 
port Swiss jeweled-lever watch 
products. The Federation also has 
appointed Jean Hegetschweiler as 
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director in charge of coordination 
of all services of the F. H. and 
Robert H. Droz as director of in- 
formation. 


Joseph Nickerson has been named 
a vice-president of Engelhard In- 
dustries, Inc., refiners and fabri- 
cators of precious metals. Nicker- 
son will direct the Baker dental, 
setting and contact divisions of 
the corporation. Alfred E. Rancke 
succeeds Nickerson in his former 
post as coordinator of electrical 
contact sales. 


Plastics Manufacturing Co., maker 
of melamine dinnerware, has made 
several executive changes. Elgin 
B. Robertson, former president and 
chairman of the board, turned over 
the presidency to W. L. Cone, Sr., 
former vice-president and general 
manager. James E. Joy was pro- 
moted from plant superintendent 
to vice-president in charge of man- 
ufacturing. Richard Cone, who 


was manager of the housewares 
division, moved to vice-president 
in charge of sales for both house- 
wares and commercial divisions. 


Arthur C. Sisson, sales manager 
of Irons & Russell Co. of Provi- 
dence, has been named a vice- 
president. With Irons & Russell 
since 1942, Sisson during World 
War II was general manager of 
the firm, a producer of emblematic 
jewelry. 


Sisson Easton 
Edward F. Easton has been elected 
vice-president of Williams & An- 
derson Co., Providence manufac- 
turer of industrial sales and ser- 
vice award jewelry and emblems. 
Easton is manager of the firm’s 
industrial division. 





In 96 countries, this is the quality popular-priced watch 


Recognized by fine jewelers the world over as the best timepiece in its class, 
ORIS is the recipient of over a thousand (1810 to be exact) certificates from the 
Official Swiss Testing Bureaus. From the beautifully styled models for women, 
this is No. 2712/3, 7 jewels, shock resistant, priced to retail profitably at 


$15.95. For the complete catalog write to: 


ORIS WATCH AGENCY, Dept. J, 15 West 37th Street, New York 18, N. Y. 








Obituaries 











Thomas Henry Schneider, 55, of 
Schneider & Son Jewelry Co. in 
Atlanta, Ga., and president of the 
Atlanta Retail Jewelers Associa- 
tion, died Mar. 23. 

Richard Medcalf, 67, owner of 
Medcalf Jewelers in Hot Springs, 
Ark., died Mar. 29. 

Andrew J. Larkin, 56, long-time 
Omaha jeweler, died Mar. 12. 
Calvin G. Lomax, 50, owner of 
Lomax Jewelers in Easton, Md., 
and mayor of Easton, died Mar. 26. 
Ralph Huberman, 52, owner of 
Huberman’s Inc., Philadelphia and 
Camden, N. J., jewelry firm, died 
Mar. 14. 

William E. Schooley, 45, president 
and treasurer of Schooley’s Jewel- 
er’s, Inc., in Ithaca, N. Y., died 
Mar. 12, as a result of injuries 
received when he was thrown from 
an overturned bobsled. 
Sylvester G. Bergamo, owner of 
S.G.B. Jewelry Co. in Newark, 
N. J., for 30 years, died Mar. 14. 


For the past five years Bergamo 





was with Alberts & Son Jewelers. 
Robert Williams, 46, operator of 
a jewelry store in Martinsville, 
Ill., died Mar. 2. 

John W. Hallam, 96, owner of 
Schoch & Hallam’s Jewelry in Mar- 
quette, Mich., died Feb. 25. Hallam 
and his partner, the late Charles 
Schoch, founded the firm in 1892. 
David Spatz, 45, a Newark, N. J. 
diamond merchant, died Mar. 9, 
a victim of a holdup man in his 
office. 

John W. Hamilton, 51, a watch 
repairman at Taylors Jewelry in 
Lexington, Tenn., died Mar. 17. 
Rae Ducker Weiskopf, 62, known 
in the jewelry trade as an expert 
stringer of pearls, died Mar. 6. 
Mrs. Weiskopf maintained a New 
York office under her maiden name 
of Rae Ducker for 35 years. 
Gustave Kern, 61, owner of Gus- 
tave Kern Jewelry Shop in Tena- 
fiy, N. J., and president of the 
Tenafly Chamber of Commerce, 
died Mar. 4. 

George J. Cangiano, 51, a costume 
jewelry manufacturer and lifelong 
resident of Brooklyn, N. Y. died 
Apr. 5. 
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Promotional 
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RE-WIDE SALE? 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS 


$50.00 
IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF” 
COMPLETE 
PROMOTION 
KIT 








WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bldg.) Chicago 2, Ill. 








Leonard H. Service, 65, operator 
of L. H. Service Jewelry, founded 
by his father in Berkeley, Cal., in 
1909, died Mar. 27. 

Irving R. Beane, 61, a partner in 
the Stearn Jewelry Co. of Lynn, 
Mass., died in March. 

Peter Smolak, 51, owner and oper- 
ator of Rogers Jewelry in Phoenix, 
Ariz., and a past president of the 
Arizona Retail Jewelers Associa- 
tion, died Mar. 10. 

John Mahlstedt, 72, Brooklyn, 
N. Y., jeweler, died Mar. 2. 

Harry J. Lackritz, 59, president 
and treasurer of Lackritz Jewelers 
in Chicago, died Mar. 21. His 
father, Paul Lackritz, founded the 
store in 1898. 

Harold E. Hayward, founder of 
a retail jewelry business in Oak 
Park, IIl., died Mar. 5. 

Esther E. Koch, founder of Krue- 
ger Stone House in Los Angeles, 
died in Indianapolis, Ind., Feb. 23. 
Keith K. Adams, formerly mana- 
ger of the material department, 
Los Angeles division of E. W. 
Reynolds Co., died Feb. 15. 
Claude M. Wright, 74, owner of 
Wright’s Jewelry in Wilmington, 
Cal., died Feb. 6. 

Frank J. Lukitsch, 64, a Milwau- 
kee jeweler for 43 years, died Apr. 
4. He and his son, Jack, who was 
killed in January in an automobile 
accident had developed a system of 
diamond “fingerprinting” using 
greatly enlarged photographs. 
Adam C. Waechter, 61, owner of 
A. C. Waechter Manufacturing Co. 
of Maplewood, N. J., manufacturer 
of fine metals, died Mar. 20. 

Jack Goldstein, 66, Chicago jewel- 
er, died Mar. 21. 

E. D. Bell, 59, Hazlehurst, Miss., 
jeweler for the past 30 years, died 
Apr. 2. 

Samuel Abraham Movitz, 69, 
founder and president of the Mo- 
vitz Co., a wholesale jewelry firm 
with headquarters in Salt Lake 
City, Utah, died Mar. 8. 

J. W. Aubrey, 37, watchmaker for 
Bobyne Jewelry in College Station, 
Tex., died Feb. 13. 

Harry G. Keidan, 72, proprietor 
of Howard Jewelry Store in Syra- 
cuse, N. Y., died Mar. 13. 
Thomas J. Faussett, 75, of Howell, 
Mich., who, during his 55-year 
career, conducted jewelry store sales 
and liquidations in all but four 
states, died Apr. 11. 
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COMING EVENTS 


MAY 

3-13 — Fifth annual U. S. World 
Trade Fair, Coliseum, New York. 

6-8—New York State Retail Jewel- 
ers Association, Inc., annual conven- 
tion, Sheraton Inn, Binghamton. 

11-15—South Carolina Retail Jew- 
elers Association annual convention, 
aboard the M. S. Victoria on a five-day 
cruise from Charleston to Nassau. 

14-16 — Virginia- North Carolina 
Retail Jewelers Association joint con- 
vention, Cavalier Hotel, Virginia 
Beach, Va. 

14-19—-New York Stationery Show, 
Hotel New Yorker, New York. 

21—North Carolina Watchmakers 
Association annual convention, Hotel 
Robert E. Lee, Winston-Salem. 


JUNE 


6-7—Educational Jewelry Manufac- 
turers Association annual meeting, 
Drake Hotel, Chicago. 

7-9 — National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

10-11 — Texas Watchmakers Asso- 
ciation annual convention, Edinburg. 

17-18—Ohio Watchmakers Associa- 
tion annual convention, Biltmore Ho- 
tel, Dayton. 

18-19— Vermont Retail Jewelers 
Association annual convention, Basin 
Harbor Club, Basin Harbor. 

25-27—New Hampshire Retail Jew- 
elers Association annual convention, 
Farragut Hotel, Rye. 


JULY 

6-8—National Association of Watch 
and Clock Collectors, Inc., annual con- 
vention, Santa Monica, Cal. 

15-18—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

23-26—Carolina Jewelry Mart and 
Carolina Gift Mart, Radio Center, 
Charlotte, N. C. 

23-28—53rd California Gift Show, 
Biltmore Hotel, Merchandise Mart, 
Ambassador Hotel, Brack Shops, Los 
Angeles. 


AUGUST 


5-6—Oklahoma Retail Jewelers As- 
sociation annual convention and trade 
show, Mayo Hotel, Tulsa. 

6-9—San Francisco China, Glass, 
Gift, Jewelry, Toy, Stationery and 
Housewares Show, Brooks Hall, Sher- 
aton-Palace, St. Francis and Sir Fran- 
cis Drake Hotels, Western Merchan- 
dise Mart, San Francisco. 

6-10—Retail Jewelers of America, 
Inc., annual convention and trade 
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show, Waldorf-Astoria Hotel, New 
York. 

13-15—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

13-15—Portland Gift Show, Memo- 
rial Coliseum, Plaza Hotel, Portland. 

19-20 —Indiana Jewelers Associa- 
tion, Inc., and Indiana Watchmakers 
Association trade show, Marott Hotel, 
Indianapolis. 

19-21—-Pennsylvania Retail Jewel- 
ers Association annual convention and 
Pittsburgh Jewelry & Gift Show, 
Pittsburgh Hilton Hotel, Pittsburgh. 

20-23—Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotels, Terminal 
Sales Bldg., Seattle. 

26-27—Retail Jewelers of Montana 
annual convention, Billings. 

27-29—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 


Biltmore Hotel, Los Angeles. 
27-29—Spokane Gift Show, Daven- 
port Hotel, Spokane. 


27-30—Ohio State Gift Show, Hotel 
Deshler Hilton, Columbus. 

27-30—34th Denver Gift & Jewelry 
Show, Albany Hotel, Denver. 


SEPTEMBER 
3-5—Ohio and West Virginia Retail 
Jewelers Associations annual conven- 
tions, Netherland Hilton Hotel, Cin- 
cinnati. 

3-6—F lorida Retail Jewelers Asso- 
ciation annual convention, Deauville 
Hotel, Miami Beach. 

3-7—Detroit Gift Show, Hotels Stat- 
ler Hilton and Sheraton Cadillac, De- 
troit. 

38-7 — Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-8—Fall Gift and Jewelry Show, 
Dallas Market Center, Dallas, Tex. 

9-11—North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Bismarck. 

16-17—New York State Watchmak- 
ers Association annual convention, 
Statler Hilton Hotel, Buffalo. 

17-19—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 

23-24—Retail Jewelers Association 
of Missouri annual convention, Gover- 
nor Hotel, Jefferson City. 

24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

24-26—7th Phoenix Gift & Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

30-Oct. 1 — Michigan Jewelers As- 
sociation annual convention, Jack Tar 
Hotel, Lansing. 











How UP-TO-DATE are you? 


Over 1,000 of your fellow-jewelers have traded in their old model 
for the FIRST NEW ENGRAVING MACHINE IN YEARS. 
How about you? 


3 TIMES 
DEEPER 
ENGRAVING 
DEPTH 


5O SIMPLE 

TO OPERATE 

EVERYBODY _. 
ENGRAVES 
EVERYTHING 
FROM THE 
SMALLEST 
CHARM 10 4 
REVERE Bowl 


EVERYBODY |. 


ENGRAVER, ON 
TRACER-GUIDED 
ENGRAVOGRAPH 


AND WE MEAN 


CAN BE HIS OWN 


SEE IT NOW! For a free demonstration, contact your New 
e Hermes representative or write to New Hermes. 
mew Mermtes ENGRAVING MACHINE CORP. 


154 WEST 14th STREET. NEW YORK 11. N.Y. IN CANADA: 359 St. James Street West, Montreal, P.Q 














as advertised in 


MODERN BRIDE 


magazine 


Yellow Gold 


MONOGRAMED 
WEDDING RINGS 


Classic wide-style. .. 
made in finest quality 14K gold 
with White script initial 
monogram on DIAMINTINE finish. 


Matching Man’s ring available. 


Price $50.00 


only at your local Fine Jewelers FED. TAX INC 


Sold through your local Wholesaler 


CERTIFIED METALS CO. 


115 EDISON PLACE, NEWARK, N. J. 
MATS © DISPLAY CARDS AVAILABLE 














Don't Overlook the demand 
for tarnish preventive 
PACIFIC SILVER 
CLOTH PRODUCTS 
Wooden Chests Drawer Pads 
Table Chests Buffet Trays 
Zipper Chests Drawer Liners 
Zipper Bags Flatware Rolls 


EUREKA MANUFACTURING CO. 


Since 1926 Taunton. Mass. 





®- No minimum order 


® Sold direct to 
the retailers 


@ Write for catalog 


GENERAL CHARMS 


46 WEST 48TH ST., N.Y.C. 36, N. Y. 








WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel Cases, 17 Jewels. Inca- 
bloc, Unbreakable Mainspring, Waterproof. $8.25 


Ladies FF 60, 17 Jewels, Incabloc, Unbreakable 
Mainspring, RGP Cases. $8.95 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 














News of Personnel 





Wallace Silversmiths has made four 


recent personnel changes: 

Raymond T. Cleeland has _ been 
named director of sales for the whole- 
sale division. He is former assistant 
director. 

Leonard H. Bailey has taken over 


Raymond T. Cleeland Leonard H. Bailey 


Frank W. Fisher V. James Cannelli 
the post of assistant director of sales. 
He will also be responsible for the 
division’s sales trainee program. 

Frank W. Fisher has been ap- 
pointed general manager of Wallace’s 
Puritan Fireplace Furnishings divi- 
sion. 

V. James Cannelli has been named 
manager of premium sales. He has 
been with Wallace for more than six 
years. 


Cuckoo Clock Mfg. Co., Inc., an- 
nounces two sales staff appointments: 

Chuck Irwin of Kansas City, Mo., 
is now covering Missouri, Kansas, 
Oklahoma and Arkansas. 

James Rush is handling the South- 
east states, with headquarters in 
Miami, Fla. 


Samuel R. Zickerman, active in the 
jewelry industry for the past 35 years, 
has been named to the newly created 
post of eastern divisional sales man- 
ager for Eterna Watch Co. of Amer- 
ica. 


Austin N. Quarrington, Sr., has 
been appointed Canadian representa- 
tive for the Universal Chain Co., Inc. 


Erwin Kartzmer, former sales and 
merchandise manager for Stern & 
Stern, is now associated with the 
Eagle Regalia Co. 


Richard Knobla has been appointed 
West Coast representative for J. 
Solow & Son. He is former diamond 
buyer for Mayer Bros. of Seattle. 


Al Davis, formerly associated with 
Hawthorne Watch, is now regional 
manager for Sheffield Watch in south- 
ern California. 


Martin R. Fortang has been named 
director of sales and merchandising 
for the Tissot watch division of Nor- 
man M. Morris Associates. He has 
been with the firm for 22 years. 


Donald L. Guthrie, sales representa- 
tive for Gibson Greeting Cards, Inc., 
has been assigned to the central 
Georgia territory, with headquarters 
in Macon. 


Golden Shield Corp. has named two 
new sales representatives to its staff: 

Harvey Berkey, who once worked 
for the Benrus Watch Co., will cover 
Oklahoma and Arkansas. 

Jerry Wall will represent Golden 
Shield in Indiana, Illinois, and Mis- 
souri. 


Harvey Berkey Jerry Wall 


C. Richard Horst Herman W. Smith 


Hamilton Watch Co. has announced 
two changes in its marketing staff: 

C. Richard Horst, former sales rep- 
resentative in eastern New York and 
Pennsylvania, is now covering western 
New York and north central Pennsy!l- 
vania. 

Herman W. Smith, whe recently 
completed the Hamilton sales train- 
ing program, will cover the territory 
vacated by Mr. Horst. 
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Manufacturers’ 


N C W \ of Products --- Promotions 





Bridal display offered with 12 
bands from National Findings 


With orders for an assortment of 
one dozen wedding bands from Na- 
tional Findings, jewelers will receive 
free a display for counter or window 
use. 

Display holds 12 bands, has space 
to imprint store name, slogan or ring 
name. Rings are shown on a pad 
flanked by a bride doll and two rib- 
bon-bedecked wedding bells. 

Contact National Findings Corp., 
125 W. 45th St., New York. 


international Sterling includes 
bride's parents in sales drive 


A new hope chest theme from In- 
ternational Sterling is geared to re- 
mind the potential bride’s parents 


that it is a tradition and privilege 
for them to start their daughter’s 
flatware service. 

Merchandising aids include a con- 
sumer folder with prices, a_ three- 
piece display unit for window or 
counter, and assorted newspaper ad 
mats aimed at parental buying ap- 
peal. 

A miniature hope chest is keynote 
of the program. It is available with- 
out charge with orders of $150 worth 
of place setting pieces at open stock 
prices. Additional chests can be had 
for $10 with each basic set ordered. 
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Croton's ‘Colorama IV’ ads get 
new twist in national magazines 


Everyone likes to buy gifts for his 
wife, and Croton is capitalizing on 
this urge in a multiple-barreled ad- 
vertising approach. The firm is adver- 
tising its “Colorama IV” as the “Gift 
for the six women in your wife.” 

Ad is highlighted by a fashion 
model with six bands of color streak- 
ing down her face, symbolizing, of 
course, the six colors in which “Color- 
ama IV” is available. The text goes 
on to explain that the six women in 
a man’s wife are nurse, mother, 
housewife, hostess, companion and be- 
loved. The ad appears in New Yorker. 

Another ad, using the same illus- 
tration, appears in Seventeen, but 
with a different caption—‘‘For all 
the girls you are.” 

Reprints, suitable for mounting, 
are available. 

Contact Croton Watch Co., Ince., 
104 Park Ave. So., New York. 


China, complementary flatware 
boosted in ‘Bride's Magazine’ 


The summer issue of Bride’s Maga- 
zine, on the newsstands since April 
15, carries a four-page ad for co- 
ordinated table accessories. 

Featured are sets of Royal Doulton 
bone china and English translucent 
china, complemented by Gorham ster- 
ling patterns. Patterns represented 
are Chantilly, Stardust, Melrose, 
Blithe Spirit, Strasbourg and Sea 
Rose. 

China patterns featured in the ad 
are Burgundy, Coronet, Glen Auldyn, 
Adrian, Tumbling. Leaves and Tiara. 


Linde stars featured in new 
karat-gold tie tacks from Anson 
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Newest addition to Anson’s men’s 
jewelry line is a series of 14K gold 
tie tacks with Linde synthetic star 
ruby or star sapphire. 

Tie tack illustrated is in yellow 
gold, has star ruby mounted in a 
projected gallery type setting. Items 
are packaged in gray, velvet-covered 
steel boxes. 

Contact your Anson distributor. 


Swiss technical head goes on 


tour to explain electric watch 


Jean P. Savary, technical director 
for the Watchmakers of Switzerland 


Information Center, will make a 
three-week tour of major cities in 
the west and southwest this month. 
Purpose of the trip is to familiarize 
the trade with all aspects of electric 
watch timekeeping. 

Each scheduled meeting will be 
open to all watchmakers and jewelers 
in the vicinities. Sessions will be fol- 
lowed by a question and answer pe- 
riod, during which a new 12-page 
technical bulletin on the Swiss elec- 
tric will be introduced. 

Seminars will be held in Houston, 
Dallas, Phoenix, San Diego, Los An- 
geles, Santa Barbara and Salt Lake 
City. Jewelers in these areas will be 
contacted by mail prior to Mr. 
Savary’s arrival. 


Jem Company offers new system 
for tagging watch repair jobs 

David Pinkas, retail jeweler in 
Norwalk, Conn., has developed what 
he believes to be a highly effective 
method for tagging watch repair jobs. 
To make the system available to 
other jewelers, he has founded the 
Jem Company. 

The tag (which is actually three 
tags in one, separated by perfora- 
tions) consists of the following com- 
ponents: a small, numbered watch 
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tag which is attached to the watch 
upon receipt; a dealer’s record filing 
ecard, on which all pertinent data 
about the watch and repair job can 
be recorded and kept for future refer- 
ence; and a customer’s receipt, guar- 
antee and sales promotion aid, all on 
the same wallet-size card. Included 
on this customer’s receipt is helpful 
information on how to treat a watch, 
plus a list of wedding anniversaries 
and birthstones. 

Use of these tags does away with 
repair books, and makes it unneces- 
sary to scratch repair numbers inside 
watch cases. 

For further information, contact 
the Jem Company, 51 Wall St., Nor- 
walk, Conn. 








+ + 
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IN YOUR 
WINDOW 
a traffic-stopping 


Deltah unveils pearl wardrobe 
suitable for all occasions 


The new “Fabulous Pearl Fashion 
Wardrobe” introduced by Pearls by 
Deltah is said to centain “all the 
styles of necklaces a woman would 
want to accessorize any costume she 
wears, daytime or evening—such as 
sportswear, tailored suits or formal 
gowns.” 

The wardrobe consists of a single- 
strand graduated necklace, a double- 
strand uniform necklace and a pair 
of ball style earrings, all of which 
are made of simulated pearl. As a 
bonus, the customer also gets a cul- 
tured pearl pendant. The assortment 
comes in a chest that doubles as a 


) Rrolluwood Promitre 


every day of the year 


Lights! Action! Color! All the pageantry 
and glamor of a show-world “first night” 
will be yours to captivate shoppers 

when you install Scintillite in your display 
window! You can’t sell people unless 

you stop them, and Scintillite’s whirling 
light and color stops them, holds 

them spellbound in their tracks, selis 
them for sure. Faceted stones leap 

to glowing life, pearls and flat-ware blaze 
into action, when Scintillite works 

its magic in your store. 


Scintillite is completely new and different 
and cannot be compared to anything 

else you’ve ever seen. You'll agree with 
excited jewelers everywhere that Scintillite 
is fantastic — captivating — dramatic 
beyond description! Ask your jobber for 
a demonstration, or write us today! 


ain lite ORPORATION 


4134 West State Street Milwaukee 8, Wisconsin 


display unit for window or counter. 
It retails for $32.50. 

Contact your wholesaler or Pearls 
by Deltah, Inc., 560 Mineral Spring 
Ave., Pawtucket, R. I. 


Bulova's "Space Saver’ will fit 
small areas not normally used 


Se see 


“ BULOVA 


YOUR GEST GIFT BUY 


A display unit designed to be 
squeezed into spaces not normally 
used in even the smallest jewelry 
store has been developed by Bulova 
Watch Co. 

The new “Space Saver” has three 
shelves for display of packaged Bul- 
ova watches. Narrow base permits it 
to be placed in small areas of dis- 
play windows, or it can be hung on 
normally bare wall areas. 


Uncas marks golden anniversary 
with big ‘Karatclad’' promotion 


To celebrate its 50th anniversary, 
Uncas Manufacturing Co. has 
launched a seven-point promotional 
program for its “Karatclad” line of 
gold electroplate. 

To set the theme of the event, 
Uneas has a golden anniversary em- 
blem available in a variety of coun- 
ter cards. A new display case, featur- 
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ing the slogan, “It’s Ringtime,” is also 
available. 

Point-of-sale material is offered to 
promote the Uncas name, and a port- 
folio containing data on the “Karat- 
clad” process is available to familiar- 
ize dealers with gold electroplate. 
Newspaper mats are also available. 

According to Uneas, the golden 
anniversary will mark the largest 
ring promotion ever offered by the 
firm. 


Costume jewelry catalogue 
offered by Israeli Art-Craft 


Israeli Art-Craft Importing Co. has 
a new color catalogue showing its 
line of Israeli costume jewelry. 

In addition to costume jewelry, the 
company handles a wide selection of 
religious items, wall plaques, book 
ends, mosaics, etc. 

Contact Israeli Art-Craft Import- 
ing Co., Inc., 1005 Filbert St., Phila- 
delphia. 


Lighter shoppers invited to try 
a game of ‘Ronson roulette’ 


Twelve pocket lighters in the Ron- 
son “Pioneer” series are shown in 


PIONEER 


the new revolving “Wheel of For- 
tune” display. 

The acetate cover is pilfer proof, 
but can be easily opened by the 
jeweler after the customer has spun 
the wheel to the lighter of his choice. 
Prices begin at $4.95, said to be the 
lowest price ever for a Ronson auto- 
matic lighter. 
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Amity offers billfold assortment 
and display for Father's Day 


Calling a wallet “Dad’s most im- 
portant accessory,” Amity Leather 
Products has introduced a bonus as- 
sortment of billfolds for Father’s 
Day selling. 

The display unit can be converted 
to general gift sales by simply re- 
moving the Father’s Day placard on 
top. Assortment consists of 12 wallets 
retailing from $3.95 to $7.95, and in- 
cludes a free $3.95 men’s “car caddy.” 

Contact Amity Leather Products 
Co., Inec., West Bend. Wis. 


Benrus renews the ‘nine lives’ 
theme in national campaign 


The Benrus cat, boasting nine 
lives, is back again. Timed to coincide 


with Mother’s Day, Father’s Day and 
the graduation gift season, the cam- 
paign will again feature the slogan 
that made it familiar last fall— 
“You’ll swear your Benrus has nine 
lives too.” 

Highlighted in the campaign will 
be the accuracy, durability and lon- 
gevity that are claimed for Benrus 
watches. 

Advertisements will run in such 
magazines as Life, Look, Ebony, 
McCall’s and Saturday Evening Post. 


Ripley-like ‘Gems of Wisdom’ 
ad series offered to jewelers 


The late Robert Ripley made “Be- 
lieve It or Not” a household phrase 
familiar to every newspaper-reading 
American. J. W. Caruthers of Odessa, 
Tex., claims that personalized “Gems 











SELL THE NAME THAT SELLS ITSELF! 


PACIFIC 


19 PIECE 


28 PIECE - 


60 PIECE 


-acific—renowned for generations as one of the world’s greatest domestics manu- 
facturers—gives you three sensational packages that make every sale a multiple 
sale! Sell the 19-piece deluxe set, the 28-piece jumbo set and the 60-piece giant 
set! Each contains the famous Pacific quality and reputation that make sales 
come easy. Sets include combinations of Pacific fitted and flat sheets and pillow- 
cases; Supersorb® printed bath towels, hand towels and wash cloths; beach 
towels; dish towels; dish cloths and pot holders. Prepare now to sell more with 


-acific! Order today! 


Contact Pacific Mills—one of the world’s leading resources—for complete infor- 
mation and price list including Special Brands on sheets, pillowcases, towels and 


jumbo packages. 


Specialty Sales Division 


PACIHC MILLS Oo™Mestics 


a division of M. Lowenstein & Sons, Inc., 1430 Broadway, New York 18, N. Y. 
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of Wisdom” ads can make the local 
jeweler familiar to everyone in town. 

The “Gems” ads are two columns 
wide by five inches deep, and contain 
unusual information about the world 
of jewelry. For instance: a balance 
wheel in a watch travels 3558% miles 
per year; the largest diamond ever 
found in the U. S. weighed more than 
40 carats. 

The ads can be run just as they 
are for a weekly feature, or used in 
conjunction with larger ads. They 
come to the jeweler in a ready-to-use 
form. They cost $3 each, or $150 for 
a 52-ad series. 

Jewelers signing up for the ad 
series are assured they will have ex- 
clusive use of “Gems of Wisdom” in 


their localities; contracts are given 
only on a one-dealer-per-city basis. 

For further information contact 
J. W. Caruthers, Box 649, Odessa, 
Tex. 


Clock-radio for travelers is 
new item from Transistor World 


Transistor World has recently in- 
troduced a new Toshiba travel clock- 
radio said to be “a boon to the week- 
ender or the round-the-world jetter.” 

Powered by three penlight bat- 
teries, the radio can be turned on or 
off by a 24-hour alarm clock that also 
activates a conventional buzzer. A 


To be known for fast, proper service... 


The only box that displays both quality, speed 


What better way to actually demon- 
strate fast service than to snap a Lindley 


into shape—before the customer’s eyes. 
And what better taste than to present 
your product—in the quality of a 


Lindley box. Simplicity is the keynote 


of Lindley designs—with attractiveness 


that never wears thin. Remember, too, 


how Lindley boxes save storage space. 
And how quickly they’ll be in stock! 
New, distinctive signature designs of 


Lindley The Prestige Box 


—That Snaps Irto Shape 


your store name, on the proper box for 
every product—call your Lindley man, 
or send us a card or wire for complete 


information. Let Lindley serve you now. 


FEDERAL PAPER BOARD CoO., INC. 


LINDLEY DIVISION, DEPT. 145, MARION, IND. 


fourth battery operates a_ built-in 
night light. 

The case is covered with blue or 
brown pebble-grained leatherette. 
Clock and radio are set in facing 
ivory panels trimmed with gold col- 
ored metal. Set includes a_ plug-in 
earphone for private listening. 

Retail price for the clock-radio is 
$59.95. 

For further information, contact 
Transistor World Corp., 52 Broad- 
way, New York. 


Shanks and settings for ring 
repair 


Two new findings kits recently in- 
troduced by Karlan & Bleicher are 
said to represent a well-rounded in- 
ventory of all the materials needed 
for a repairer to take care of a large 
part of his repair and remodeling 
work on diamond engagement rings. 

One kit contains a 48-item selec- 
tion of 14K die-struck shanks; the 
other contains an assortment of 8&9 
settings. Shank kit is $160; setting 
kit is $167. 

Contact your wholesaler. 


Freed kit urges customers to 
‘remember Dad with a gift’ 


For jewelers who want to cash in 
on the Father’s Day gift spree, Edwin 
Freed, Inc., is offering one of its 
familiar display kits. 

Slogan of the kit is “Remember 
Dad with a Gift.” Each unit contains 
two easled display cards, three 
streamers, nine window strips, six 
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pennants and 18 lapel badges for 
salespeople. The 38-piece kit costs the 
jeweler $3.90, plus postage. 

Contact Edwin Freed, Inc., 150 W. 
16th St., New York. 


French Jewelry puts automation 
to work in making watchbands 


French Jewelry Co., manufacturer 
of the “Airflex” watch attachment 
line, has announced the purchase of 
machinery and equipment that will 
enable the firm to swing into automa- 
tion. 

In announcing the move, the firm’s 
president said that French is going 
all-out to compete with low-priced 
foreign imports in the watchband 
field, and at the same time produce 
better quality and styling. 

Catalogs showing a wide line of 
ladies’ and men’s watchbands are 
offered. 

Contact French Jewelry Co., 
2032 S. Juniper St., Philadelphia. 


Inc.. 


Boone sells Bulova on TV show, 
Godfrey will do same on May 19 


Popular singer Pat Boone turned 
salesman on April 20. The occasion 
was his television spectacular over 
the ABC network; the product was 
the Bulova line. 

Guests who appeared 
on the hour-long show 


with Boone 
were the 


_ 


Fal od 
J 
“Saf 


Nj me 


Kingston Trio, Joanie Sommers, 
Johnny Mercer, Dorothy Provine and 
Fabian Forte (who is better known 
as just plain Fabian). 

The Boone program was the first 
of four coast-to-coast television spe- 
cials that Bulova is sponsoring in an 
effort to help retailers sell Bulova 
products. The second show, scheduled 
for May 19, will star Arthur Godfrey. 


Forstner has ‘Hearts of Gold’ 
pendants for spring and summer 


Forstner claims that its new 
“Hearts of Gold” pendants will per- 
haps be one of the “hottest items 
ever to hit the jewelry trade.” 

The pendants consist of handcrafted 
glass hearts containing 24K _ gold 
floating chips, mounted on 12K gold 
filled chains and findings. 

According to the firm, the 
items will be an answer to 


new 
many 
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sales headaches, and 
trade a “well-deserved 
needed shot in the arm.” 


and 


will give the 


much- 


international Sterling gives 
"Solid Look’ new lease for 1961 


International Silver Co. has an- 
nounced that its three-year-old “Solid 
Look” marketing program will be 
continued into 1961. 

Highpoints of the merchandising 
program are: guarantee of no price 
promotion of nationally advertised 
patterns; “basic set” savings on ser- 
vices for 4, 8 or 12 people; special 
gift pricing of essential serving 
pieces; 50-50 cooperative advertising 
allowances; and immediate availabil- 
ity of “favorite pattern” group of 
most recently retired sterling pat- 
terns. 

















RYYALI 


“entrusted to the finest jewelers only”’ 


Here’s the watch line 


you can 


show with confidence. Confidence in 


satisfying your customer’s desire for quality, accuracy, dependability 
and styling. Confidence in the knowledge that this fine Racine line is 
entrusted to fine jewelers only. Whether your requirements are for 
but a few pieces or the entire line in depth, you can be sure of our 
complete service cooperation. Available through your local distributor. 
Retail price range $38.50 to $180. Write for catalog. 


“RACINE 


& Company, Inc. 


20 WEST 47th ST., N.Y.C. 


Distributors: |. ALBERTS SONS, INC., Boston, Mass.; JOS. B. BECHTEL CO., INC., Phila.; B-H-K CO., INC., 
KATZ 


Milwaukee, Wis.; A. C. BECKEN CO., Chicago, Cincinnati, Denver, Nashville; WM. R. 
E. W. REYNOLDS, Phoenix, Ariz., A. H. FICKEN. 


CO., Dallas, Texas; 
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by Henry B. Fried 


Repairing 
the Mainspring 
Brake Spring 


This is Part III of a three- 
part series describing the fune- 
tions and repair of mainspring 
brake springs which prevent au- 
tomatic watches from 
winding. Parts I and II ap- 
peared in the September and 
October, 1960 issues of JC-K. 


OvVeT- 


® A MAINSPRING and its 
brake-spring should be removed 
from the barrel of a self-wind- 
ing watch only if they will not 
function properly if left alone. 

Some watchmakers clean the 
barrel (without the arbor), but 
with the mainspring left in- 
side. They oil the mainspring 
and grease the brake-spring as 
well as they can without re- 
moving them. After replacing 
the arbor and cover on the bar- 
rel, they test the mainspring 
and brake-spring for the proper 
amount of reserve winding po- 
tential. 


Visual Spring Test 


This is how to make that test: 
Place the extended part of 
the barrel arbor in a _ proper 
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size pinvise and secure it rigid- 
ly. Turning the pinvise while 
the barrel is held in the fingers 
should not dislodge the arbor 
from the pinvise. Hold the pin- 
vise in the right hand. With 
the barrel gripped between the 
thumb and index finger of the 
left hand, turn the barrel so 
the slot in the barrel cover may 
be viewed easily through an eye- 
loupe. Twist the pinvise. That 
winds up the mainspring as 
shown in Figure 20. Count the 


Figure 20 


Turn pinvise to wind up mainspring. 


number of complete turns it 
takes to force the mainspring 
to begin its slipping. As an aid 
in the count, watch some mark 
on the pinvise as a reference 


point. 

If the main spring has begun 
to turn after about four turns, 
it will drag the brake spring 
along with it. The watchmaker 
ean watch the brake spring 
through the slot as it slides 
along the edge of the barrel. It 
should move smoothly; if the 
spring slips in spurts, it will 
have to be adjusted. 

If the sliding action takes 
place after the spring has been 
wound tightly, then the brake 
spring will have to be lubri- 
cated, its shape readjusted, or 
both. If the spring starts to 
slide before four full turns, 
then the brake spring will have 
to be stiffened. 


Non-Visual Test 

If the barrel cover has no ap- 
erture for observation, the 
spring can be tested by this 
method: Hold the barrel arbor 
in the pinvise and the barrel 
between the fingers as in the 
visual method. Wind the spring 
up a number of times over the 
normal maximum, until you are 
certain that the slipping action 
must be taking place. (If the 
slipping action does not occur, 
the spring will be wound dead- 
tight). Then, watching a spot 
on the pinvise such as a trade- 
mark, slowly release the grip 
on the pinvise so that the un- 
coiling of the mainspring in- 
side the barrel will turn the pin- 
vise under its own power. Count 
the number of turns the pinvise 
revolves under the power of 
the spring before it comes to 
rest. If this is between four and 
six turns, it is acceptable, de- 
pending upon the make of the 
watch. However, an experienced 
watchmaker should be able to 
feel if the spring can be wound 
smoothly. If no change in the 
“feel” can be discerned, then 
it can be assumed that the slip- 
page took place gradually and 
smoothly. 

On the other hand, if the re- 
sistance to the winding and 
twisting of the pinvise sudden- 
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ly stiffens, it can be assumed 
that the brake spring’s resis- 
tance is too great and that the 
slipping arrangement will not 
operate correctly. This will al- 
low too much winding-up with 
undue strain upon the self-wind- 
ing wheels and bearings, leading 
to possible breakage of the pal- 
let fork and roller jewel, not to 
mention very erratic timekeep- 
ing. 


Adjusting the Brake Spring 

As shown in previous illus- 
trations, brake springs have a 
slight curvature at their very 
ends to conform to the curva- 
ture inside the barrel. However, 
for the remainder of its length 
the brake spring is straight. The 
reason for the curves at the 
ends can be easily understood 
by trying to bend any short 
straight piece of spring into a 
circular shape. The middle sec- 
tion easily conforms, but the 
ends remain stiff and straight. 
Inside the barrel, the whole 
spring must be snug against the 
barrel wall in order to provide 
the traction necessary for the 
mainspring to be wound for the 
proper number of turns before 
it starts to slip. There should 
be enough room for the 
mainspring in the available 
space to wind and unwind fully. 
However, if the middle section 
of the spring is curved as shown 
in “A”, Figure 21, its complete 


also 


Figure 21 


( 


‘\ 


is 
a} 


Right and wrong mainspring curves. 


length will not contact the bar- 
rel’s wall, and slippage will 
take place before the main- 
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spring is sufficiently wound. 

If the tests reveal that the 
brake spring’s clutch action 
takes place late—that is, if it 
lets the mainspring be wound 
too much —- remove the main- 
spring and the brake spring. 
Examine the barrel for cleanli- 
ness, abrasion of the barrel wall 
and the condition of the main- 
spring and the brake spring. If 
the barrel wall has been scored 
and has shed some of its metallic 
surface, examine the surface of 
the brake spring, particularly 
the very tip that contacts the 
barrel wall. 


Curving the Brake Spring 

If the tip is too straight, it 
may have scratched the barrel 
wall, and it should then be 
curved slightly to conform to 
the curvature of the barrel. 
This can be done by grasping 
the brake spring firmly in the 
fingers of the left hand, with the 
other end section against the 
thumbnail and index finger of 
the right hand. Pulling the 
spring across the thumbnail will 
curve the spring’s end to the 
desired shape. Special curving 
pliers, such as those used by 
optical mechanics, or the pliers 
used to curve mainspring ends 
may be used for this purpose. 

If the brake spring seems to 
have the correct shape but is 
dry, it should be cleaned 
thoroughly and lubricated with 
grease or special brake spring 
lubricant which can be purchased 
in any material house. It should 
then be reinserted with the 
cleaned and oiled mainspring 
in the barrel and retested. 
Should the brake spring be 
spotted with rust, it should be 
replaced because these spots, no 
matter how well cleaned or pol- 
ished, will abrade the barrel 
wall. Even if the brake spring’s 
rust spots have been polished 
out completely, the spring will 
have been materially weakened, 
and slippage will take place too 
soon. 

If the brake spring slips too 


soon when tested in the barrel, 
then both it and mainspring 
should be removed and the brake 
spring examined for curvature 
in its middle section or for kinks 
along its entire length. If the 
bridle has a sharp bend along 
its length, (Figure 21 “B’’) it 
should be replaced. Attempts to 
remove a kink from this stiff, 
short piece of spring appear to 
have succeeded when it is ex- 
amined outside the barrel, but 
once it is replaced in the barrel, 
the exact spot that was once 
kinked and _ straightened will 
again become bent as soon as 
any strain of bending or winding 
is placed upon it. This will show 
up in premature slipping of the 
brake spring. 


Use the Thumbnail 

If the brake spring seems 
slightly curved, it can be 
straightened along its middle 
section as in Figure 21-“C”, 
by running this across the 
thumbnail, using only moderate 
pressure to straighten rather 
than to overcurve the brake 
spring. 

Another method of giving the 
brake spring more traction on 
the barrel is to adjust it so that 
more of its surface contacts the 
barrel. Take part of the end 
curvature of the brake spring 
and straighten it. If the end 
curvature’s radius is too small, 
it will not conform to the shape 
of the barrel wall but will curve 
inward. In this case, its end- 
curve must be readjusted out- 
ward. In brief, when the brake 
spring has insufficient traction, 
provide more gripping surface 
by straightening its middle sec- 
tion (“C”, Figure 21) or give 
more tension by gently curving 
it outward. Should there be too 
much traction, gently curve the 
center section away from the 
barrel wall. 

In most cases where the trac- 
tion of the brake spring has 
been too great, you will find 
that the lubrication at this point 
has failed. After all, there is 
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a great deal of pressure and 
friction between the barrel wall 
and the brake spring. Any lubri- 
cant that cannot stand pressure 
will be squeezed out from this 
area and cause the brake spring 
to slip around dry. This will 
soon cause abrasion of the bar- 
rel wall, whose metallic dust 
will then mix with the remain- 
ing lubricant and cause a chem- 
ical change in the oil to further 
complicate matters. For this 
reason, many brake springs 
have their ends tapered or bent 
inward slightly, so that no 
scraping action will take place. 


Faulty Insertion 


Most damage to the brake 
spring is caused by faulty in- 
sertion into the barrel after 
cleaning or adjustment. Using 
the fingers to replace the brake 
spring and mainspring causes 
more damage to these parts than 
anything else. Today, most 
mainsprings for self - winding 
watches come with the bridle 


attached and of proportionate 
thickness and length. When gen- 
ulne mainsprings are purchased, 
measurements are no problem. 


When the mainspring’s brake 
spring is an extension to the 
end of the mainspring and sit- 
uated on its outside, (see Figure 
2) no special instruction is need- 
ed for pre-winding the unit into 
the winding barrel for later in- 
sertion into the watch barrel. 

If the brake spring is the type 
which is attached to the tip of 
the mainspring and is directed 
inward to work on the inside 
of the last coil of the main- 
spring, (as shown in Figures 
10, 12, 14, 16) this, too, can be 
wound into the regular main- 
spring winder whose dummy 
barrel is close to the measure- 
ments of the regular barrel. 
Now, wind the mainspring 
(Figures 22-23) into the wind- 
er-barrel to a point near its 
end equal to the length of the 
brake spring, “B”, Figures 22- 
23. Wind the spring in another 
14 inch. Next, with the thumb 
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Figure 22 


Winding mainspring and one type of 


Figure 23 


. brake spring into winder barrel. 


and forefinger of the right hand, 
grasp the tips of the mainspring 
and brake spring where they 
are joined and bend them 
inward so that the free end 
of the brake spring touches the 
aperture in the dummy barrel. 
Pulling this outward a little bit 
while bending the ends so that 
they can enter the aperture will 
cause the brake spring end to 
snap into the opening. Mean- 
while, the thumb of the left 
hand should press upon the end 
of the springs which are still out- 
side the winder’s barrel as shown 
in Figure 23. This will help 
guide both ends of the springs 
into the winder. The right hand 
can then continue to wind the 
springs until they are complete- 
ly in the winder barrel, after 
which they can be transferred 
to the regular mainspring barrel. 

Should the repair consist of 
replacing a new brake spring 


which is separate from the main- 
spring (such as in Figure 4), the 
brake spring can be inserted 
with the use of special winders 
which will be discussed, or it can 
be inserted along with the regu- 
lar spring as follows: First, 
wind up the mainspring until the 
tongue nears the slot in the 
winder. Bend the tongue out 
slightly so that further winding 
excludes this tongue from the 
winder barrel (Figure 25 “A’’). 


Figure 24 


Hooking non-attached brake spring. 


Next, with the fingers of the 
right hand grasping the wind- 
ing arbor and exerting a little 
winding tension on the main- 
spring, insert the brake spring’s 
hook onto the tongue end of 
the mainspring. With the wind- 
ing tension still maintained, 
draw back upon the mainspring 
with the hooked brake spring 
(as shown in Figure 25). Dur- 
ing this same operation, press 
the mainspring’s tongue-end and 
hooked brake spring inward. 
Pulling backward just a bit 
upon the tongue end and its 
brake spring will cause them to 
snap into the aperture of the 
winding barrel (as shown in 
Figure 25 ‘“‘B’’). When this is 
accomplished, the two _ pieces 
may be lightly pushed into the 
barrel while the right hand con- 
tinues to wind up the main- 
spring with its attached brake 
spring until both are completely 
in the winder barrel. Both can 
then be transferred into the 
mainspring barrel. 

While this may seem a lot of 
bother for such a short length 
of spring, its importance and 
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Figure 25 


caeiell 


Mainspring tongue extending from winder barrel, ‘‘A,’’ is inserted into winder barrel by using backward pressure, ‘‘B.”’ 

















exact shape demand this extra 
care. 

Watchmakers who use the 
K&D winders (American type) 
can purchase a set of auxiliary 
arbors for inserting brake 
springs which are separated 
from the mainspring. The unit 
is shown in Figure 26. A shows 
the hook on the regular winder 
arbor; B is the winding arbor 
mandril; C is the winding arbor 
auxiliary used to insert the 
brake spring. Its hole is of the 
same diameter as the arbor of 
the winder over which it will 
fit. A special slot D in the auxi- 
liary’s hole is cut so that it fits 
closely over the hook in the 


A 


Figure 26 


4 


Breakdown of auxiliary arbor set. 


winder arbor. To secure the aux- 
iliary to the arbor post a set 
screw FE is tightened. The lower 
right figure shows how the aux- 
iliary rests upon the winding 
mandril and upon the winding 
post. 

The regular K&D type of 
mainspring winder may be used. 
This is shown in the lower left 
view. F is the winding barrel, 
G is the platform which is used 
to transfer the mainspring 
and/or brake spring to the 
mainspring barrel. This is ac- 


(please turn to page 138) 


Figure 27 





Twist mandril until auxiliary’s beak-hoek catches brake spring hook, ‘“‘A.’’ 
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Then wind until completely in barrel, “B.”’ 
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WORKSHOP 
QUESTIONS 


and ANSWERS 


SOMETHING FISHY—I was told 
that watch oil is made from fish 
oil. Do vou have any informa- 
tion on this?—Klivans Jewelry 
Co., Oil City, Pa. 

Answer: Coming from your 
city, this seems like an odd re- 
quest. In answer to your ques- 
tion, there are many types of 
watch oil. Until recently, most 
of it was derived from the jaw- 
bones of porpoises or whales— 
both of which are mammals, not 
fish. Some oils were derived 
from the shrew or neat, while 
others were a blend of mammal 
and mineral oils. In fact, some 
oils contained all of the above 
ingredients, plus a touch of oil 
from the castor bean. Today, 
many oils are made synthetically 
from silicones. You can get a 
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booklet on the composition of 
oils from the Longines Watch 
Co., 580 Fifth Ave., New York, 
or from William F. Nye, Inc., 
P. O. Box 927, New Bedford, 
Mass. 
2K * * 

PLEA FOR HELP—We have been 
asked by the chaplain of the 
Maryland State Penitentiary to 
provide a watchmaking manual 
for two inmates who are learn- 
ing the trade. If you have any 
such books, we would appreciate 
your forwarding them to us.— 
A. H. Fetting Co., Baltimore, 
Md. 

Answer: I am sending a list 
of manuals which should be of 
help. Perhaps some of our read- 
ers may want to help after read- 
ing this. 

* *K * 

SMALL DIFFICULTY—I am having 
difficulty cleaning very small 
watches. I am a 1939 graduate 
of one of the nation’s most 
reputable horological schools, 
and have not encountered dif- 
ficulty with cleaning until re- 
cent years. The small pinions of 
these watches just don’t come 
out clean. I tried an ultrasonic 
machine, but this wasn’t any 
better. The fuses kept blowing 
out, although my power source 
was fine. Can you tell me what 
might be wrong ’?—G. B., Butler, 
Pa. 

Answer: When I investigate 
complaints like this, I usually 
find that the fault stems from a 
few repeated errors. First, let 
me correct your misconception 
regarding the ultrasonic device. 
The one you name is very good, 
and if your fuses blow it might 
be because your transducer is 
cracked—the fuse blowing is its 
way of preventing even more 
costly damage. Your error might 
be in running the machine with 
the liquid below the safety level, 
causing the crystal or ceramic 
transducer to crack. Now, to 
your cleaning problem. Try us- 
ing fresh solutions. Almost all 
cleaning solutions are good, but 
when left open and used on too 


many watches, the results on the 
latter watches are very poor. 
Wash your jars’ frequently. 
Your rinsing solutions must be 
clean and fresh. Also, look into 
the mesh of your cleaning bas- 
kets. They are probably filled 
with lint or film. You might try 
holding the baskets over the 
flame of a clean alcohol lamp 
to burn out the lint and film. 
Then, hand-scrub with a stiff 
brush and good detergent. This 
process should be repeated at 
least once a week. Solutions 
should be changed with every 
few watches. To hold out longer 
is false economy. As for solu- 
tions, use that sold by the maker 
of your machine. 

*€ * * 

CASE HUNTING—Where may I 
obtain a stainless steel water- 
proof case for an Enicar move- 
ment (1334 lignes, Cal. A. R. 
1292) ? None of the regular sup- 
ply houses carry it.—Marshall 
Rowe Jewelers, Henniker, N. H. 

Answer: I have’ contacted 
David Megur, 133 Canal St., 
New York, who says that al- 
though this watch is an odd size, 
he is almost certain that his firm 
can supply a case that fits. Write 
him directly. 

2 * x 
MAGNETISM—I have run _ into 
trouble with magnetism in hair- 
springs. None of my efforts to 
remove the magnetism have 
been successful. Have you a so- 
lution?—Arthur Lemone, Man- 
chester, N. H. 

Answer: Your hairspring 
may have its magnetism re- 
moved if you will try the follow- 
ing remedy: Remove the hair- 
spring from the balance. Press 
it carefully and gently into the 
surface of a soft piece of pith- 
wood so that the coils do not 
touch one another. Then place 
this over one of the newer types 
of demagnetizers. Often, at- 
tempts to demagnetize hair- 
springs result in the magnetism 
drawing the coils together. This 
upsets the magnetic polarity; 
when the spring is placed again 
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TRADE-IN 
ALLOWANCE 


ON MODEL G-7 WATCHMASTERS AND PAULSON TIMERS 


WHEN YOU PURCHASE A NEW 





se 


WATCH-RATE RECORDER | ao 
FOR CASH : Sea i 
OR ON TIME PAYMENTS 7 - 


| om COSTLY MAINTENANCE — 





PROFIT BY THE MODERN FEATURES 





MODEL G-47 (Drum). Preferred by those whose 
work requires the most thorough analysis and BENCH SPACE, 8%” x 13” 
exacting correction of “problem watch” troubles. _ 


i 


MODEL G-57 (Tape). Preferred where repair x i “= seuntiié 7. 
demands require instantly visible records, continu- <' = 
ous charts and/or high production. 


ALL WATCHMASTERS are guaranteed accurate 


to 1 part in 100,000 and have odd-beat watch 
settings. 


SEE, ALSO, THE NEW ULTRASONIC CLEANERS 


Watch 
. Cleaner 





Jewelry 


Ccener, WE YOU INCUR NO OBLIGATION 


FAST, SAFE, ECONOMICAL, THOROUGH! 


AMERICAN TIME PRODUCTS 


61-20 Woodside Ave., Woodside 77, L.I., N.Y. 
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RING 
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MNZSA Truly 
W ater- 
proof 


Crown 





The ‘‘0’’ ring washer in this newly designed crown 
is round like a doughnut instead of being flat. Small 
point of contact makes watch easy to wind. As ‘0°’ 
ring wears, it springs out to keep a truly waterproof 
seal. The ‘'O’’ ring was developed during the war 
where it was used for crucial protection of instru- 
ments from water. Now you can use this superior 
Newall W.P. Crown on watches you repair. 


NEW REDUCED PRICES 
Made possible by increased sales and 
large volume production. 


in 12-bottle Leatherette Cabinets 


No. 1208-12 Stainless Steel Crowns $4.85 

No. 122Y-12 Newall Quality Yellow Crowns 4.85 

No. 122-12 Each Stainless & Yellow 8.40 
24 and 72 Bottle Cabinets also avaiiable 


ORDER FROM YOUR NEWALL JOBBER 


THE NEWALL sthco. 


_ TM ACO > wm 





SINCE 1877 
| BOWMAN 
:. TECHNICAL 
SCHOOL 


Courses in Watch- 
making and repair- 
ing 
0. E. BOWMAN, Prinelpa! — 
INDIVIDUAL INSTRUCTION 


Oar graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 


‘Your Future & Our Scheel’ Bowman Bidg., Lencdster, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Appreved for 
Veterans & Stote Rehabilitation 

















ACONG@ 


THE GUARANTEED WATCH CROWN 


ACON watc crown CO. 


50 Eldridge S?., New York 2 
Monutecturers of Gold Filled 7d . 


Complete fine includin ' 
Sold through Wholesalers. 2 aon 





We repair all types of cases, chrono- 
graphs ond steiniess, and moke coil 
springs for cases. We also sell used 
replacement movements. 
Write fer Infermatien 
BECKER-HECKMAN COMPANY 
39 Kast Medison Street Chieage 2. Illinois 
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in the watch, it behaves little 
better. With the  hairspring 
placed in the pith, the coils are 
kept separated. Some _ watch- 
makers immerse the spring in a 
vial of thick oil, which some- 
times keeps the spring apart. 


* * * 


LICENSING — Can you tell me 
whether a license and examina- 
tion are required to do watch 
repairing in the state of Michi- 
gan? I expect to move there and 
do some repairing on a limited 
scale in semi-retirement.—H. W. 
Roush, Halifax, Pa. 

Answer: An examination and 
license to practice watch-repair- 
ing are required only on the fol- 
lowing states: Florida, Iowa, 
Indiana, Kentucky, Louisiana, 
Minnesota, Oregon, Tennessee, 
and Wisconsin. 


* * * 


IF YOU MUST—Where can I get 
a synchronous clock movement 
that will strike the hour and 
half hour? I want to put it in an 
old Terry clock case.—M & R 
Jewelers, Waynesboro, Va. 

Answer: It is a shame that 
such a fine old clockease should 
be fitted with an electric move- 
ment. However, if you must do 
it, write to the United Metal 
Goods Mfg., Co., 376 DeKalb 
Ave., Brooklyn 5, N. Y. This 
firm markets a clock with these 
features, and might sell you the 
movement only. 


BRAKE SPRINGS 

(continued from page i35) 
complished by pressing up in 
the button H which raises the 
platform G. J is the aperture in- 
to which the mainspring or 
brake spring is introduced. 

To insert the brake spring in- 
to the mainspring barrel using 
these winders, first select the 
winder which is as close to the 
diameter of the mainspring bar- 
rel as possible. Next close the 
auxiliary arbor B which is al- 
most as large but allowing room 


between it and the winder wall 
for two thicknesses (turns) of 
the brake spring. Fit this over 
the winding arbor and secure 
the set screw HE. Make certain 
that the auxiliary arbor is 
placed on the arbor post so that 
its beak or hook “K” (Figure 
26) is facing in the direction 
required so that it will also face 
the proper direction when trans- 
ferred in the barrel. (In Figure 
26 the auxiliary is shown mount- 
ed for inserting a brake spring 
for the Bidynator which winds 
in the opposite direction from 
most others.) 

To wind up the brake spring 
(only) into the winder, turn the 
mandri! so that the flat section 
of the auxiliary arbor is oppo- 
site the winder aperture J. 
Next, thread the brake spring 
into this opening as far as it 
can go. Then twist the mandril 
until the beak-hook of the aux- 
iliary catches the brake spring’s 
hook (Figure 27, A). Further 
winding will draw this com- 
pletely into the barrel (Figure 
27, B). When this is done, the 
brake ‘spring can be transferred 
into the mainspring barrel in 
the same manner as any main- 
spring. To insert the regular 
mainspring following this oper- 
ation, it is only necessary to re- 
move the auxiliary and the same 
remaining equipment will suffice 
to complete the job. Of course, 
first lubricate the wall of the 
barrel with the recommended 
lubricant. 

Lubricants recommended for 
use with brake springs are: 
Graphite, graphite mixed with 
a heavy watch oil, “activat- 
ed grease,’ Moebius mainspring 
grease, Chronaz mainspring 
grease, Cuypers “Fett” and 
Molybdenum disulphide. In ap- 
plying any of these, it is a good 
idea not to use too much or else 
it may mix with other lubricants 
in the barrel and run through 
the barrel arbor bearings and 
‘ause stoppage elsewhere as well 
as discoloring the other parts of 
the watch Zane 
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WATCHMAKER, JEWELER, ENGRAV- 


ER; 25 years’ experience; 10 years self 
employed; finest references; Bowman 
graduate; desires position with first 
class retail store; address, “S, 6669,” 


care of JC-K. 


RATES AND REGULATIONS MANAGER, BUYER, SALESMAN: ma- 


tured man with a pleasin ersonality : 
“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; top experience in all phases of jewelry 
additional words, 10 cents per word. Heavy type $8.00; addi- stores and department store; at present 
tional words 25 cents per word. me a aoe 
“HELP WANTED’’—“LINES WANTED’’—and “SIDE LINES’ — 

Regular type $5.00 first 25 words; additional words 15 cents 

per word. Heavy type $8.00 first 25 words; additional words 

25 cents per word. 

ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 

@ Advertising matter addressed 


classified advertisers will not be de- 
livered. 








SETTER, gold and platinum repairer, 
diamond assorter, seeks permanent 
position, prefers Southwest or West 
Coast; 35 years’ experience: must have 
$4.00 to $4.50 an hour: non drinker, 
family man; address, “B, 6693,” care 
of JC-K. 








TOP SALESMAN, age 35, married: de- 
sires opportunity to represent estab- 
lished nationally advertised manufac- 
turer; desires change after 13 years 

Name, Address, Initials and Abbre- to retail experience; N. J. resident; salary 

$10,000 minimum; address, “G, 6659,” 
K 


viations count as words. 


, 


care of JC-K. 

@ Classified ad form closes 10th of WATCHMAKER, 27 years’ experience 

- , certified H. I. A.: can do chronographs, 

the month preceding date of issue. automatics, calendars, etc.; married and 

@ A box number when used in ad | one child: 47, years old; can furnish 

. :; -ferences as to ab Vv i ‘haracter 

counts as five words, that is, Ad- address, RICHARD MARLIN, 4808 

dress #13, care of J C-K. Nimitz, Oklahoma City 12, Okla.: phone 
WI 6-1184 








lf answers are to be forwarded, 20 
cents extra to cover postage must 
be enclosed. 


No Agency Commission. 


In answering Box Numbers address envelope “Box —,'' care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not 
enclose letters of recommendations. 


WATCHMAKER: 19 years’ experience 
steadily employed: 33, married, 1 child; 
no bad habits, religious: fast and ac- 

. , curate: prefer Western states; perma- 

JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. | nent position only:, capable of “man- 

Ax , CO ete rep: : epar ent ad- 
dress, “D, 6639,” care of JC-K. 





DIAMOND SETTER 15 years’ experi- 


thorough 


WATCHMAKER, GOOD MECHANIC; 14 
years fine store: importer experience . ence 7 vears own business : 
take charge repairs, estimating sales: | knowledge manufacturing and dia- 
New York City, Long Island, Suburbs; | monds: desires to move West: excel- 
address, “S, 6635,” care of JC-K. lent supervisory background: highest 

references: married, age 35: address, 


WATCHMAKER, capable of doing 
good work; I have tools; write, 
ROBERT OLEN GREENE, 18 E. 


Cherokee Ave., Cartersville, Ga. 


DIAMOND ASSORTER, 25: broad experi 
ence: singles, fulls, sizes, all qualities 
college graduate, B.B.A adaptable, 
conscientious, reliable; New York City 
area: address, ‘645,’ care of JC-hk 


JEWELER, WATCHMAKER, MAN- 
AGER, age 39, good health: steady de- 
pendable; 20 years plus experience all 
phases jewelry business lets discuss 
it: address, “J. 6661," care of JC-K 

POLISHED RETAIL diamond salesman 
college graduate, Gemological Institute 
of America training; 15 years’ experi 
ence: seeks change; address, “S, 6697, 
care of JC-K. 


MANAGER; top notch diamond and 
watch salesman; 14 years’ experience in 
all phases retail-credit jewelry business 
presently employed, will relocate; ad- 
dress, “R, 6664," care of JC-K. 


BOOKKEEPER, female, full charge 
complete knowledge of diamond and 
je welry line, also selling experience : 
excellent references: New York City 
address, “C, 6696," care of JC-K 


NEW ENGLAND silver salesman wants 
sterling silver hollowware line: large 
and active established account list: 
commission basis; address, “H, #679," 
care of JC-K. 


MANAGER: over 25 years’ experience all 
phases credit jewelry business: buying, 
selling, credit collections, merchandis 
ing, ete.; Southern Calif. preferred: ad- 
dress, “M, 6680." care of JC-K 


SALESMAN; young, aggressive, wants 
strong line to represent in Southern 
Calif. area; will accept 2 lines if neces- 
sary; good background; address, “R 
6682," care of JC-K. 


WATCHMAKER:; first class mechanic, 13 
years’ experience; presentable, reliable, 
an asset to your business; desire to 
jocate in Southern Calif.;: address, “M, 
6671," care of JC-K. 
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FAMILY MAN in late twenties desires 
position as watchmaker, jeweler and 
counter man in midwestern area: will 
furnish references: address, “F., 6709,” 
care of JC-K 


AGGRESSIVE diamond, retail sales- 
man, of excellent reputation, suit- 
able for important diamond firm or 
high class pawn broker doing a fine 
retail business; address, ““D, 6667,” 


eare of JC-K. 


JEWELRY SALESMAN; Ohio, Indiana, 
West Virginia: with long years of ex- 
perience in traveling: wholesale, retail 
jewelry, desires connection with progres- 
sive firm: excellent references: address, 
“SS, 6686,.”"" care of JC-K. 

MANAGER, leading diamond and watch 
salesman; 15 years in retail credit 
jewelry, seeks investment in going 
jewelry store as working partner; will 
relocate; address, “‘R, 6663," care of 
JC-K. 


MANAGER, age 39%: 15 years’ experience 
all phases of credit jewelry store opera- 
tion; desires to make a change; pres- 
ently employed: only interested in 
Kast Coast address, ““K, 6683," care 
of JC-K. 

FIRE BURNED ME OUT: I want to be 
one of your top young salesmen; age 
33, 13 years in the trade: prefer manu- 
facturer or wholesaler selling; JACK 
GENUNG, 617 W. Union St., Cham- 
paign, Illinois 


MAN, experienced in jewelry production 
from original castings to finished prod- 
uct: handling both manufacturing on 
premises and outside jewelers, setters, 
ete.: New York area; address, 642,” 
care of JC-K 


JEWELER, long experience; platinum 
stamped jewelry, light specials, repair- 
ing as sizing rings, tops, bezels, etc., 
wishes position: address, GEORGE 
GASTON, 104 W. 74th St.. New York, 
N. Y. 


SALESMAN; 39 years old, married; 15 
years’ selling experience in fine jewelry 
and also store management; wishes to 
make Los Angeles permanent home; 
references : address, “M., 6670,."" care of 
JIC-K. 


“643,” care of JC-K. 

CERTIFIED GERMAN MASTER 
WATCHMAKER: years in charge of re- 
pair workshop, estimating, dealing with 
public: 31, married; 5 years in U. S. A 
same position; West or Northwest pre- 
ferred: available after August 15th 
address, “‘L, 6681,” care of JC-K. 


FINE WATCHMAKER-JEWELER: 
wants long time position or lease ar- 
rangement: have complete jewelers 
equipment and watchmaker tools; fine 
mechanic; more than 40 years’ experi- 
ence: fine references; sober, pleasant 
and conscientious: address, “D, 6650,” 
care of JC-K. 


MANAGER, top in creative sales: 3?) 
years’ experience in all phases credit 
jewelry store operation; credits, collec- 
tions, window trim, merchandising, per- 
sonnel supervision; presently employed, 
desires change: married, 50, college 
graduate: address, “‘K, 6691," care of 
JC-K. 


DIAMOND RING SALESMAN; young, 
aggressive; $30,000 yearly earn- 
ings; consistently with nationally 
known ring firm for 10 years; 
traveling middle Atlantic states: 
best references; will entertain and 
will relocate for anv reasonable 
proposition: principals only; ad- 
dress, “L, 6375,” care of JC-K. 


EXECUTIVE-WATCHES; young ex- 
ecutive, 15 vears of experience in 
all phases of watch business with 
top Swiss firm seeks challenging 
position; experience includes man- 
agement, sales and administration 
and customers relations; excellent 
references; address, “N. 6698,” care 


of JC-K, 


AGGRESSIVE diamond salesman wishes 
to return to the wholesale diamond 
trade: to represent a large importer 
and cutter, specializing in large sizes 
an@ fancies: at present employed at a 
salary of $12,000 per annum, as a re- 
tail diamond salesman: well known, ex- 
cellent reputation; address, “D, 6677,” 
care of JC-K. 





FINE WATCHMAKER-JEWELER: some 
diamond setting; capable di: amona 
salesman : GM-AGS 20 years long ex- 
perience finer stores; Wants permanent 
position with finer grade firm where a 
change will never be desired or neces- 
sary; highest character, finest refer- 
ences; address, “D, 6422,” care of 
JC-K. 


AGGRESSIVE, YOUNG MANAGER- 
SALESMAN available; incomparable 
5th Ave., Madison Ave., 47th St. New 
York background; excellent knowledge 
cultured pearls wholesale-retail level; 
seeks challenging connection with an 
A-1 firm of repute; excellent references : 
personable, neat, possess a flair to 
create from within; address, “P, 6086,” 
care of JC-K 


SALESMAN, well established with fol- 
lowing in New York and surround- 
ing states; desires top line; address, 


“F, 6431,”’ care of JC-K. 


ee 


INTERESTED in non-conflicting short 
lines of finer jewelry, selling direct to 
retail jewelers in Calif.; 23 year back- 
ground; references necessary ; 
address, “‘K, 6695,’ care of JC-K. 





— 


SALESMAN: excellent est: os follow- 
ing to the finest stores; Chicago west 
including Pacific Coast; ome quality 
companion line to exc ‘ptionally fine 
gold jewelry line; address, “R, 6651,” 
care of JC-K. 





— 


DIAMOND SALESMAN covering small 
and large towns in Middle Atlantic 
States for 12 years, enjoying % 
million dollar volume; now avail- 
able for diamond, stone rings, wed- 
ding rings, watch lines, catalogue 
lines, ete.; interested in one good 
major line or several lines; will en- 
tertain any reasonable proposition; 
will relocate; address, “A, 6376,” 


eare of JC-K. 





MANUFACTURER of outstanding line 
gold wedding rings to retail jewelers 
and department stores; many  terri- 
tories open; commission basis; address, 
“K, 6708," care of JC-K. 


——_- — 


AVAILABLE outstanding stone ring 
and wedding ring line for additional 
volume; commission basis; only 
salesmen with established territories 
considered; address, “B, 6690,” 
eare of JC-K. 


SIDE LINE SALESMAN wanted to carry 
fast selling ladies and gents rings 
established territory with excellent op- 
portunity; high commission; corre _— 
dence confidential; address, “F, 66 ‘ 
care of JC-K 





SALESMAN with following better class 
stores to carry very small line of watch 
bands: line is well known due to being 
used by famous watch houses liberal 
commission; write, JACK LAUFER, 206 
7th St., Brooklyn 15, N. Y 





MIDWEST & SOUTH to carry fine line 
of oriental and cultured pearls & cul- 
tured pearl jewelry: better stores only; 
address, “JEWELERS CIRCULAR- 
KEYSTONE, 360 N. Michigan Ave., Box 
366, Chicago 1, IIl. 
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EXCLUSIVE IMPORTER of highest qual- 
ity decorative weather’ instruments, 
barometers, thermometers, etc., desires 
energetic representatives to contact 
retail jewelry, gift and department 
stores; commission basis; territories 
open: New York State, New England, 
Penna., Texas, Western United States 
except Calif.; give full particulars in- 
oe. references : address, “W, 6656,” 
care of JC-K 


WEST COAST SALESMAN covering 
retail jewelers and dept. stores; will 
represent a well established manu- 
facturer of fine quality (priced to 
sell) ladies’ and gents’ stone rings, 
cultured pearl rings and wedding 
rings; many established accounts in 
Calif.; wonderful opportunity for 
energetic go-getter; liberal commis- 
sion plus bonus; state experience 
and give references; address, “D, 


6323.” care of JC-K. 





HELP WANTED 


SALESMEN to sell Manufacturer’s dia- 
mond set rings; also 14K charms 
and eo address, “R, 5945,” 
care of JC-K 


SALESMAN for retail jewelry store; 
cash and credit; permanent posi- 
tion; salary $150 per week: LET- 
WINGER JEWELERS, 37-09 82nd 
Stes Jackson Heights, | L. I., Ne We 


WAT( ATCHMAKE R; experien need man who 
can also wait on customers for New 
RMexioo town near Albuquerque; give 
age, experience, salary desired; address 
__ “D, 6704,” care of JC '-K. 


Ww WANTE D, top grade diamond setter ; 
starting wage $3.50 per hour; 40 hour 

c union shop: write DUGGY & 

215 Postal Bldg., Portland 4, 


———— — 








Oregon. 








WATCHMAKER; Denver, Colorado; 
leading retail watch repair shop; 
$125.00 per week, 5% day, plus 
commission; top watchmakers only ; 
write, H. A. BOWMAN, 1539 Glen- 


arm Place, Denver 2, Colo. 

















JEWELRY SALESMAN & MGR. to 
sell watches, clocks & diamonds in 
Denver, Colorado, largest depart- 
ment store; salary commission ; 
write, H. A. BOWMAN, 1539 Glen- 
arm PI., Denver 2, Colo. 


SALESMAN, experienced, wanted for 
Midwest territory, to carry fine 14K 
jewelry line for old established 
firm: must have following; SLOAN 
& CO., 550 Fifth Ave., New York. 
N. Y. 


SALESMEN WANTED to carry manu- 
facturer’s fast selling 14K pearl 
pendants to retailers; compact line; 
Midwest, South & Eastern states: 
commission; address, “D, 6672,” 
eare of JC-K. 


FINE ENGRAVER who can also do light 
jewelry work: pleasant permanent job 
in fine store located in Penna., 100 
miles west of Buffalo: salary com- 
mensurate with ability: write in detail 
to “J, 6665," care of JC-K. 

SALESMAN, experienced with following: 
well known manufacturer of complete 
line of diamond jewelry has open ter- 
ritory in Middlewest or South; estab- 
lished accounts: write full particulars 
to “EF, 6688,” care of JC- ‘K. 

SALESMAN: top notch man to represent 

leading wholesaler of jewelry, silver- 

ware, lighters and clocks in New En- 
gland territory; accounts well estab- 
lished: address, “S, 6689," care of 

JC-K 





—_—— 








SALESMAN WANTED; Industry’s fore- 
most promotional 14K gold charm line 
available to salesman in many territor- 
ies; write M & M JEWELRY CREA- 
TIONS INC., 50 Eldridge St., New 
York 2 N. ¥. 





EXPANDING je welry chain needs first 
Class sales manager; several locations 
open; top salary scale, plus possibility 
of supervising several stores; address, 
Cc. J. SILVER, PRESIDENT, 14 W. 7th 
St., St. Paul, Minnesota. 

SALESMAN wanted to sell Kalbe-Had- 
ley lines, upstate New York terri- 
tory; must have good following, 
may earry one other non-conflicting 
line; very good return assured: 
write Kalbe Co., 43 W. 24 St., New 
York, N. Y. 

















SALESMAN to carry nationally adver- 
tised quality Swiss watch; unlimited 
opportunity with growing company for 
the proper aggressive man who has a 
following in Chicago and adjacent Mid 
west States ; liberal draw; address, ‘T 
ti 694," care of JC-K., 


SAL ESMEN with established territory 
for the Midwest and West Coast, to 
carry a popular priced gold ring 
line and diamond line; commission 
and drawing; state experience, ter- 
ritory and references; SCHWARTZ 
JEWELRY CoO., INC., 850 Elk St.. 
Buffalo 10, N, Y. 


MANAGER for large jewelry store in 
fast growing town of 55,000 in Rocky 
Mountain area; must be agvressive 
salesman; permanent with excellent po- 
tential: salary and bonus commensu- 
rate with ability; state complete back- 
ground and submit snapshot; address, 
= 3, 6692," care of JC-K. 

R E L IG LOU S JE WE LRY line to retailers: 
available to salesmen with following: 
we feature the most extensive line in 
the country, with a complete catalogue 
to enhance additional sales; several 

choice territories still available: com- 

mission ane address, “C, 6687," care 
of hf m “< 


WATCHMAKERS and department man- 
agers: openings in leased watch & 
jewelry repair departments in leading 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions 
excellent working conditions; group 
health plans: profit sharing and pen- 
sion plan; state age, experience: ad- 
dress, PEOPLE’S WATCH REPAIR 
CO., 245 - 23rd St., Toledo 2, Ohio 


WANTED: WEST COAST SALES- 
MAN for an unusual exciting and 
nationally known 14Kt. gold line; 
line; we require an experienced, 
hard working and dynamic sales- 
man; may carry one non-conflicting 
line; fine opportunity for substan- 
tial ——' address, “L, 6678, 


care of JC-K 





LARGE GROWING EASTERN CHAIN, 
having stores in the Northeast and 
Florida, has openings for experi- 
enced jewelry men as managers or 
assistant managers; good salary, 
pension plan and other benefits: 
write, S. W. RUDOLPH, RU- 
DOLPH’S DEPENDABLE JEWEL- 
ee] 541 S. Clinton St., Syracuse, 


— — —_——_-—_— ~ 


SALES REPRESENTATIVE to cover 
major Midwest territory where our 
line is well established; we seek 
man with fine reputation, good 
background to thoroughly cover ter- 
ritory; excellent potential for in- 
creased business for a_ willing 
worker; drawing against commis- 
sion; IDE JEWELRY CO., INC., 62 
W. 47th St., New York, N. 
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WE ARE ONE OF THE leading manu- 
facturers of ladies and gents stone 
rings desiring a salesman with 
proven ability and a good following 
in these territories: Virginia, W. 
Virginia, No. & So. Carolina and 
the Southeast; exceptional oppor- 
tunity due to extra bonus for proven 
sales; write, K. S. K. JEWELRY, 
15 W. 28 St., New York 1, N. Y. 


WATCHMAKERS re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan ; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 
Kast, South, Midwest and Southwest 
address “Circular Box 356," 360 N. 
Michigan Ave., Chicago, Illinois. 

MANUFACTURER has Midwestern and 
Northern Calif. territories open for ag- 
gressive salesmen with better retailer 
following; line consists of approxi- 
mately five trays of 14K charms of un- 
usual design, most of them with genu- 
ine diamond, with high class detail and 
finish; line is constantly being enlarged 
and is competitively priced; details, ex- 
perience, other lines carried must be 
specified in application; replies kept 
confidential; address, “L, 6684," care 
of JC-K. 


JEWELRY STORE MANAGER, un- 
limited opportunity with one of the 
South’s largest and most rapidly 
expanding credit jewelers; experi- 
ence necessary; preference given to 
capable man whose ambition is 
stymied in his present position; 
good starting salary, generous bonus 
system plus excellent profit sharing 
retirement program, hospitalization, 
life insurance and other benefits; 
send detailed letter about yourself 


to “J, 6666,” care of JC-K. 
WATCHMAKER: opportunity to become 
manager of repair department doing 
volume in excess of $25,000 in well 
tablished jewelry store handling 
ilton, Omega and merchandise of 
caliber; fully equipped department in 
air-conditioned store; ideal place to live 
and bring up family; lakes and moun- 
tains at your door; reasonable hew 
housing cost; home of Keene Teachers 
College; paid vacation and annual profit 
sharing bonus; write SIMON’S JEWEL- 
ERS, 7 Central Square, Keene, New 


Hlampshire. 





MANAGER: Arizona's finest and oldest 
jewelry store is seeking a high type 
man for a proposed branch in upper 
class suburban area; prefer man about 
1) years old, with at least 10 years of 
experience as owner or manager of top 
quality jewelry store: must know how 
to serve exacting, discerning, exclusive, 
cultured clientele with complete knowl- 
edge of diamonds and other precious 
gems as well as high grade watches and 
gold jewelry: window display ability 
essential: write giving in detail, back- 
ground and experience; all replies held 
confidential: address, “R, 6701." care 

of JC-K. 


= : y Se" Ke ae 


JEWELRY STORE; $50,000 yearly busi- 

established 50 years; near Ches- 

ter, Pa.: AXLER & CO., 1321 Arch St.. 
Phila. Pa. phone, LOcust 3-4278 


FINE SMALL JEWELRY STORE, es- 
tablished 40 years; retiring; Midtown 
New York City; 5 days a week: $35.,- 
000; can do much more; $20,000; ad- 
dress, “B, 6700,” care of JC-K. 

JEWELRY STORE; excellent opportu- 
nity, top location: 30 miles from Cleve- 
land, Ohio: established 25 years: ref- 
erences; address, “‘H, 6685,” care of 
IC-K. 


$6500 BUYS DOWNTOWN main street 
building with jewelry fixtures and lim- 
ited inventory in Massachusetts city of 
175,000 population; address, “M, 6660," 
care of JC-K. 





JEWELRY STORE; 100% location, es- 
tablished 40 years: Long Island; rare 
opportunity; 2 partners made a com- 
fortable living for years; extremely low 
rent; newly refurnished; address, “D, 
6702," care of JC-K. 





LONG ESTABLISHED JEWELRY 
STORE IN WISCONSIN: Fox River 
Valley ; ideal business for man & wife: 
all the repair work one man can han- 
dle; reason for selling—owner retiring ; 
address, “T, 6675,” care of JC-K. 





SMALL WATCH REPAIR & jewelry 
store in heart of Boston; will arrange 
inv. to suit buyer; excellent opportunity 
for watchmaker: est. 1943: reason for 
selling, moving to another state; ad- 
dress, “M, 6653," care of JC-K. 





MODERN JEWELRY STORE, Central 
Indiana; industrial and farm commu- 
nity; plenty of repairs; good lease; 
stock can be adjusted to suit buyer; in 
the area 34 years: present location 16 
years; wish to retire; address, “V, 
6706," care of JC-Kk 





TEXAS JEWELER in large metropolitan 
city has upstairs business; firm estab- 
lished 50 years; $50,000 volume; ex- 
penses $125.00 per month; $10,000 for 
fixtures and goodwill; other assets op- 
tional; address, “K, 6707,’ care of 
JC-K. 

SMALL JEWELRY STORE; north-cen- 

tral Ohio town 8500; good business for 

watchmaker and wife: low rent includes 
owner's apartment: fully equipped store 
in downtown location: small but up to 

date inventory; address, “B, 6658,” 

care JC-K., 


JIEWELRY STORE, Mass.; same owner 
for 49 years; retiring; Main St. loca- 
tion; low rent, ideal for watchmaker 
and wife; will sacrifice stock, fixtures, 
tools, accounts receivable etc., for less 
than $15,000; address, “D, 6657," care 
of JC-K. 

REAL OPPORTUNITY for watchmaker 
or jeweler; established 10 years in 
main shopping area of Arcadia, Calif. ; 
must sell; owner cannot take care of 
watch repairs due to failing eyesight: 
rent only $110.00 per month nets $1000 
per month and can be increased; ad- 
dress, ““G, 6676," care of JC-K. 

EXCELLENT OPPORTUNITY FOR 
JEWELER; established 15 vears: 
beautiful show room, complete 
work shop; a very fine up to date 
stock, lots of models and molds: 
good retail business, lots of special 
order work: cost value of business 
$20,000, will sell for $12,500 cash; 
owner retiring, ill health; Call, 

ARmory 4-8621, Paterson, N. J. 


SMALL JEWELRY STORE for sale in 
Aiken, S. C.;: home of the H Bomb 
Plant: several other industries with 
large weekly payroll; doing good busi- 

all repairs one man can do; have 

reduced inventory; $2590, full price; 
top rated with Dun-Bradstreet; reason 
for selling, other business: call, wire 
or write H. L. HICKS, 115 Marvin Dr., 
Va. Acres, Aiken, S. C., phone MI 8- 
1216. 


hess ; 


ODDS & ENDS, sterling; over 400 active, 
inactive and obsolete patterns for im- 
mediate delivery: BUSCHE-MEYER & 
SON, 669 S. 4th, Louisville, Kentucky 





ESTABLISHED MIDWESTERN IM- 
PORT-WHOLESALE ORGANIZATION 
serving the finest jewelry stores; ideal 
for salesman who wants to work for 
himself: initial capital needed $15,000: 
UNUSUAL OPPORTUNITY; address, 
“G, 6391,” care of JC-K. 


BUSINESS OPPORTUNITIES 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100c on the dollar for 
your inventory, accounts, or fix- 
tures: WRITE... WIRE... CALL 
COLLECT ... we will come to see 
you in your store at our expense; 
you are under no obligation; SIL- 
VERMAN SALES ENTERPRISES, 
580 Fifth Ave., New York, N. Y. 
Tel PLaza 7-4693. 





AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an_ advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 


CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago: since 1923 highest 
eash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank. 








BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 118. 





WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.; promotional liquida- 
tion estate sale: specialists since 1919; 
over 2000 jewelers have used our ser- 
vices: buy stores for cash; write, Wire 
or telephone, Albany, HObart 5-1103. 


i 





WILL LICENSE on _ royalty basis, 


patented “Eternal Light” jewelry 
design to manufacturer with volume 
outlet; will forward models for in- 
spection; EVLEE DESIGNERS, R. 
1, Box 383, House Springs, Mis- 
souri. 


JACK DICKINSON, JEWELER AUC- 

TIONEER; complete jewelry store li- 
quidation including fixtures and equip- 
ment: large or small stocks; cost plus 
on over all sale; 20 years experience ; 
jeweler, auctioneer: your valued repu- 
tation protected; JACK DICKINSON, 
Wahoo, Nebraska. 


ee 


DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLdfield 6-2839. 

JEWELERS SALES SERVICE, BUS- 
INESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years 
sales experience; your reputation 
protected; large results—small fee; 
we pay cash for stores; PHONE, 
WIRE, WRITE, JEWELERS SALES 
SERVICE, 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 

6-0828. 
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CONFIDENTIAL; do you want to quit, 
sell out, retire in a clean, healthy 
way? You know what I mean; then 
contact me now as I can discuss this 
matter with you confidentially; | 
only handle 3 or 4 stores a year: 
don’t wait till it’s too late and you 
have to take a loss; I can furnish 
cash to straighten out your credi- 
tors; just finished in Virginia and 
did over $150,000 in 10 weeks; 
will give you the owner’s name on 
request; contact me now; WRITE, 


Box, “N, 6385,” care of JC-K. 
MARTY MILES SALES INC.; guar- 


antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1817 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


WANTED TO PURCHASE 


READ THIS: Reason 
why I pay for to 25% more than 
others for diamonds, watches, or 
anything around store—I have a 
retail store and manufacturing 
shop; will give much more than 
scrap gold price for old mountings, 
etc.; check mailed same day; if not 
satisfactory, will return insured, 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references: Jewelers Board of 
Trade, or your bank; BROMLEY, 
35 Fifth St., North, (Bromley 
Bldg.) St. Petersburg, Florida. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled serap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K.. 
108 Beale Ave., Memphis, Tenn. 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to vour- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and 
stocks; write for our free booklet, 
“Dollars and Sense Farts About Sell- 
ing a Jewelry Store.”’ (See our page 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St... Boston. 
Mass., HAncock 6-3233. 

"ANT TO BUY UNITED STATES GOLD 
COINS: will pay following prices 
$90.00 $42.00: $10.00 $22.50: $5.00 
$12.50; R. LL. LACKNER, 1110 E. Eliza- 
beth St., Brownsville, Texas 

WANT TO BUY U. S. GOLD COINS: 

i y following prices: $20.00— 
$10.00—$22.50; $5.00— 
address, R. L. LACKNER, 
Elizabeth St., Brownsville, 


NEED CASH? 





MID-WESTERN jewelry chain is inter- 
ested in purchasing either cash or credit 
stores in towns of 50,000 or more; we 
are the principles and can do business 
inmediately ; address your reply to C. J 
SILVER, PRESIDENT, 14 W. 7th St., 
St. Paul, Minnesota. 

OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled etc.: 
for full particulars, write, WILMOT’S, 
1067 AD, Bridge, Grand Rapids 4, Mich. 

WANTED; $3.00 

per dwt: 18K _ gold, $1.22 per dwt; 

14K, %5c; 10K, 68c; silver 65c per oz: 
bonus prices for gold filled; ship as is, 
we'll segregate: L. E. SIMMONS RE- 

FINING CO., 440 N. Orleans St., Chi- 

cage 10, II. 


WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
54, Florida. 


IMMEDIATE CASH; we buy used 
watches, any quantity; all shipments 
held subject your approval; we 
travel anywhere east of Mississippi: 
references: Dun & Bradstreet, 
Jewelers Board of Trade; HYLER- 
NASSAU WATCH REPAIR CORP., 
93 Nassau St., New York 38, N. Y. 

SELL 'EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by _ return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 
nessee. 


PLATINUM SCRAP 





WE BUY DIAMONDS, OLD GOLD. 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else: 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Nat'l 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS INC., 462 First Ave. N., St. 
Petersburg, Florida. 


WATCH WORK, etc., 
for the TRADE 


HIGH GRADE WATCH REPAIRS to the 
Trade since 193%: insured Watchmaster 
tested shop: SMILEY JEWELERS. 
9411 W. Belmont, Chicago 34, II]. 


LOWEST PRICES consistent with 
quality; Phila, suburbs finest watch 
repair; KESWICK REPAIR SER- 
VICE, est. 1928, 253 Keswick Ave.. 
Glenside, Pa. phone, TU 4-6692. 


BOSTON, MASS.; expert and guaranteed 
watch repairing: Watchmaster tested 
prompt service; prices on request; mail 
orders invited: DAVID MIGDAL & CoO.. 
109-B Summer St., Tel. HU 2-9547. 








FINE WATCH REPAIRING for the 
trade; all work guaranteed for one 
year; 3 to 5 days service; Watch- 
master tested: reasonable price: A. H. 
SCHIERER, 101 S. Marion St., Oak 
Park, Ill. 

MID-WEST’S FINEST TRADE SHOP: 

watch repairs to the trade; 5 days ser- 

vice; low prices; one full year guaran- 
tee; STUDIO WATCH REPAIR SER- 

VICE, 20 E. Delaware Place, Chicago 

11, Tl 


| 
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RELIABLE TRADE watch repairing ; ex- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J 
(‘APARO, 1018 Belvoir Road, Norris- 
town, Pa. 


SPECIAL ORDER’ WORK AND 
REPAIRS FOR THE TRADE 


setting: HAROLD 
Madison St... Chi- 


JEWELRY ” repairing; 
furnished: diamond 
JACOBSON, 29 E. 
cago 2, Ill. 


BAND REPAIRING FOR THE TRADE: 
all work guaranteed; also machine en- 
gyraving on most anything; 7¢ a letter: 
same day service; HARBENS JEW- 
ELRY, 101 E. 5th St., Dayton, Ohio. 

ENCRUSTERS:;: stone and gold seal en- 
gravers; drilling; precious, semi-pre- 
cious stones; HARRY BRAUNDFELD, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y 


JEWELRY REPAIRING, special orders, 
hand and machine engraving, diamond 
setting, plating; mail orders’ given 
prompt attention; FRIDMAN «& HAM- 
MER, 25 Main St., Hempstead, New 
York. 


WATCH CASE REPAIRS; hand made 
Bezels, springs, etc.; mail orders given 
prompt attention; NAT FLEET, 14 W 
Park Ave., Long Beach, N. Y GE 1- 


0960. 


JEWELRY REPAIRING, special orders 
mail orders given prompt attention; all 
work polished and finished expertly 
Db & M KAHN & CoO., 766 Third Ave., 
New York, N. Y. 





LANSDALE, PA.; expert, guaranteed 
watch repairs, Watchmaster tested: 
complicated repairs a specialty, an- 
tiques restored; prices on request; 
mail orders solicited; write WES- 
LEY M. FRANKLIN, 32 E. 7th St.. 
Phone ULysses 5-4477. 


DEPARTMENT in Calif. de 
store; front location; store 
expanding; wonderful opportunity for 
right person ; percentage rent; no mini 
mum; address, “H, 6705,” care of JC-K 


JEWELRY 
partment 


HOPKINSVILLE, KENTUCKY; 14 miles 
Kt. Campbell: store with or without 
fixtures; no stock; jewelry location over 
50 years; population doubled last 1? 
vears; retiring; 2 watchmakers avail- 
able, also other help: write, WALTER 
GARNETT, 115 E. 98th St., Hopkins 
ville, Ky. ; store phone TU 6-1818: night 
phone, TU 6-1197 


BINOCULAR REPAIR SPECIALISTS 
complete service, al makes; special 
rates to the trade; fast service, all work 
guaranteed; estimates gladly given 
TELE-OPTICS, 5514 Lawrence, Chicag: 
30, Illinois. 


WANTED TO RENT; 2 young aggressive 
men, desire leased concession or fine 
jewelry store to rent; midtown metro 
politan New York or suburban area 
must have traffic: we handle fine cul- 
tured pearls and original 14K and 1k 
gold jewelry: if you have a store or 
concession in a fine area to offer 2 men 
who can promote good will with a 
thorough jewelry background and mer- 
chandising flair, answer us today! ad- 
dress, “‘L, 6699," care of JC-K. 
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EVUETOR TAL 


MONEY-MAKING IDEAS: ANYBODY INTERESTED? 


Retail jewelers could have picked up some use- 
ful ideas and food for thought at the convention 
of the Manufacturing Jewelers and Silversmiths 
of America, at Providence last month. 

For one thing, they would have been impressed 
by the superb job in programming of the busi- 
ness sessions, held every morning, every after- 
noon and one evening. 

What about attendance? An afternoon confer- 
ence drew more than 200. The evening attracted 
more than 400, some of whom had to stand. 

Why do you suppose MJ&SA can hold such a 
series of jam-packed sessions, although retail 
jewelers usually have trouble rounding up a 
corporal’s guard for meetings at their national 
conventions? Do jewelry manufacturers have 
more problems to discuss than retail jewelers 
have? This hardly seems possible. 

At present, RJA is arranging a timely, signifi- 
cant program for its August convention which 
should pack the meeting rooms. It will be interest- 
ing to see whether retail jewelers, by attending, 
demonstrate that they are as eager to exchange 
ideas and work together as were the manufactur- 
ing Jewelers at their sessions last month. 

Few of the 30 topics discussed so animatedly 
at Providence concerned retail jewelers. “New 
Developments in Platinum Metal Plating,” ‘‘Pol- 
ishing Room Equipment” and ‘‘Furnace Solder- 
ing and Brazing” were typical. 

But the Keynote Luncheon held much for re- 
tailers, as well as for manufacturing jewelers. 
The subject was “The Future of Your Jewelry 
Business.”’ One marketing expert, examining the 
industry from an objective outside viewpoint, 
discussed the importance of quality products in 
these words: 

“The jewelry industry has changed signifi- 
cantly as a result of the improvements in design 
and manufacturing with new materials. But in 
some ways these changes have made it more dif- 
ficult for the purchaser to know what he was 
buying. 

“It seems to me that it used to be simpler. 
Sterling silver must meet certain quality stand- 
ards. Fourteen karat gold is a specific product. 


A diamond, or a ruby, or an emerald are all pre- 
cious stones and, however much individual stones 
may vary in quality, a certain prestige is attached 
to their names. Now, in addition to the precious 
and more valuable jewelry, there are vast quanti- 
ties of beautiful pieces made from all sorts of 
materials, with great varieties of coatings. 

“The poor consumer, like myself, has no way 
of distinguishing relative value among all these 
products. I can’t tell whether a necklace is a good 
buy at $19.95, or whether I am being robbed at 
$4.95. Now if I spend $19.95 on the necklace, I 
want my wife to know that it is not something 
I picked up for $2.98. I want there to be some way 
for her to judge it.” 

Another speaker at the Keynote Luncheon, 
also a keen observer of the jewelry industry, 
had this to say about retail jewelry stores: 

“Changes face you today in your moment of 
truth. No longer can the garishly lighted corner 
store, crammed full of bargain merchandise, man- 
ned by clerks you wouldn’t trust to sell you a used 
car, be representative of your product. 

“Nor can you be represented by grubby little 
stores with a big Mauve Decade clock in the win- 
dow surrounded by a few tired-looking watch- 
band cards. 

“What a story your industry has! 
nothing dull or routine about it! 

“And the trend of the times is playing right 
into your hands. With the regimentation and 
standardization in so many fields, there is today 
—more than ever before—a craving for beauty, 
for craftmanship, for the individual possession 
of beautiful things. 

“Yours is an industry that can fulfill that crav- 
ing. You can satisfy this desire for the possession 
of beautiful things. You could be on the threshold 
of the greatest boom in history.” 

Such were the ideas that 200 manufacturing 
jewelers applauded during their convention lunch- 
eon at Providence. Let’s hope that an even larger 
audience—retail jewelers, this time—will be on 
hand to hear and take part in each of the outstand- 
ing sessions which RJA plans for August at the 


Waldorf. 
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Are you getting any of the cream? 





You'll swear your Benrus has nine lives, too! ee: 


If you are going to buy a fine watch soon, for yourself or as — perform effectively all the while. Benrus ts so confident 
cfittacin Baier ea FREE AND F 
a gift, then consider a Benrus. Each Benrus has 17 or more — of the high quality of its watches that it unconditionally 


jewels and is made with the finest materials and skills avail guarantees them all for three full years. You can be confi- 


unconditionally guaranteed for three years BENRU 


The cream is the higher profits you can get selling Benrus. Profits no cheap watch sale will ever 
produce! And the sale is an easier one because of Benrus advertising and the Benrus Unconditional 
3-year Guarantee. For your customers who want lasting quality . . . and real value . . . the Benrus 
guarantee is proof of quality performance. During the important graduation gift period, customers by 


the millions will be seeing Benrus advertising in such books as Life, 

YOUR BENRUS WATCH MOVEMENT MUST 
RUN PROPERLY OR BENRUS WILL REPAIR 
your share of the cream. Get in touch now with Benrus. Phone or !7 OR REPLACE IT FREE AND FAST. 


wire collect today. 
BENRUS WATCH COMPANY, 50 West 44th Street, New York 36, N.Y. — MU 2-2700 BEN be U SS 


NEW YORK .. . WATERBURY . . . LA CHAUX DE FONDS .. . TORONTO 


Look, McCall’s, Saturday Evening Post and Ebony magazines. Get 
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‘/V with DEALERS and 
| CUSTOMERS everywhere 


Affection in COMMUNIT 
SILVERPLATE 








— In just a short ninety days, the new 4 ffection* 
Place SETTinGs 


pattern in Community* Silverplate has become 
an unqualified success. The beautifully crafted 
traditional design has received enthusiastic 
acceptance everywhere. Dealers and customers 
alike are cheering the feel and luxury of ster- 
ling at one-quarter the cost. ... In other words, 


it’s been “love at first sight.”’ 


EIGHT 5-PIECE PLACE SETTINGS SUCCESSFUL 
ONLY $49.95 NEW DISPLAY 


A 40-piece service in eye-catching gift box. An This colorful display, 
‘“extra-value’’ Service packaged and priced to at- including the Bridal 
tract and satisfy the mass market. Gift box dra- Chest, is free with the 
matically displays a complete place setting under purchase of only two 
clear acetate. A handsome, permanent silver chest 52-piece sets of Affec- 
is available for only an additional $8.75. tion in the Drawer 
Cabinet. Bridal Chest 
is a $12 value. Con- 


EXTRA VALUE sumer selects her choice, 


and dealer has extra 


DRAWER CABINET chest for extra profit! 


Walnut finished, 
with solid brass 
drawer pull, lined 
in blue and white. 
You give it as an INTRODUCTORY SPECIALS 
extra value with the 
52-piece service for 3-Piece Party Set $3.95. An $8 value in handsome gift box. 

8 at only $89.75. 2-Piece Serving Spoon Set $2.95. A $6 value in handsome gift box. 


Also available with : : 
76-piece service for Both subject to regular trade discount. 
12 at $129.75. 











COMMUNITY SILVERPLATE 
by ONEIDA SILVERSMITHS 
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